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New YORK—ADVERTISING AGE’s 
suggestion last week that television 

might alleviate its financial prob- 
lems by charging studio admission 

to its big-name shows prompted 

some noteworthy comments from 

agencies, networks and advertisers. 
Characterizing the AA editorial 

as “thought provoking,” CBS Pres- 

ident Frank Stanton said “due 

thanks and study must be given 
to any suggestions which are de- 

signed to lighten the financial 

burden of television in its develop- 
mental stages.” 

However, he added that there 

are certain “serious obstacles” 

which would have to be “explored 
and surmounted” before any such 

plan could be put into effect. 

s Obstacles listed by Mr. Stanton 
include: 

1. Existing union contracts pro- 
vide for higher rates to TV musi- 
cians if there are paid admissions. 

2. Since TV shows at present 
are set up almost exclusively for 
the benefit of home viewers, 
changes would have to be made 
in existing equipment and tech- 

niques to make a person who paid 
an admission, even though nom- 

inal, feel he was not being imposed 

upon or not getting his money’s 
worth. 

3. “Advertisers invariably use 
their ticket allotments to build 

consumer, dealer or distributor 
(Continued on Page 4) 
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WANT SUCCESS?—Cigar Institute of Am- 
erica starts a campaign with this page in 
The Saturday Evening Post Feb. 11. Ben- 
ton & Bowles is the agency. (Story on 

Page 6.) 

Agriculture Dept. 

Starts New Study 

of Citrus Usage 
WASHINGTON—The Department 

of Agriculture revealed last week- 
end that it has completed arrange- 

ments for a research project which 

will provide a continuous flow of | 16 
current information on consumer 
purchases of dried fruits and 

juices. 

The reports are designed to pro- 
vide shippers, producers and pro- 

cessors of these products with an 

accurate picture of their market, in 

terms of the kinds of people who 

buy, and where they live. 

Some department officials be- 
lieve this project is one of the most 

(Continued on Page 8) 

BLUEFIELD, W. Va.—A sales man- 
ager’s dream became reality yes- 

terday (Jan. 22) when Rish Equip- 
ment Co., large distributor of con- 
struction and industrial machin- 

ery, loaded its entire 60-man sales 

force into two buses for a 2,000- 

mile, week-long tour of the plants 

that make the equipment Rish 
sells. 

The jaunt takes the place of the 
annual Rish sales meeting, and is 

probably the most spectacular ex- 
ample ever developed of a dis- 

tributor gladdening the hearts of 
his manufacturers by bringing his 
Sales force into their factories. 
One of the buses started from 

Roanoke, Va., carrying personnel 
from Rish plants there and in Rich- 
mond; the other originated at 

Charleston, W. Va., transporting 
men from that city and from Blue- 

field, where Rish has headquarters, 

Clarksburg, W. Va., and Cincin- 
nati. 

8 Lon M. Rish, president of the 
company, is so impressed with the 
innovation in sales training that 
he will make the trip himself, 
along with other company execu- 
tives. 

H. D. Anderson, vice-president 
and general manager of the com- 
pany, says the object of the jaunt 
is simple: To better familiarize 
Rish salesmen with the equip- 

Distributor Takes Entire 60-Man Sales 

Force on Tour of Suppliers’ Factories 
ment they sell. Enough time will 

be spent with each manufacturer 

to permit a thorough demonstra- 
tion of how the equipment is put 
together and how it works. 

At some places, the factory in- 

spection will be followed by brief 
sales meetings conducted by the 
manufacturer; at others, post-in- 

spection arrangements will be 

largely social. 

(Continued on Page 66) 
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issue due for rehash. See 

‘In Washington,’ Page 
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4 Factors Involved in ‘Life’ Ad Ranks 

‘Top 20 Media’ 

in Ad Billings 
New YorkK—For the second suc- 

cessive year, Life carried more 
advertising business than any other 
advertising medium, the publica- 

tion said in newspaper ads appear- 
ing late last week. 

Basing its figures on gross ad- 
vertising figures supplied by Pub- 
lishers’ Information Bureau, the 
magazine said its 1949 advertising 
revenue was $76,346,727, exceeding 
by more than $12,000,000 the figure 
for National Broadcasting Co., in 

second place. 

It presented a listing of the “20 
highest ranking national adver- 
tising media” for 1949, as follows: 
By OR awd bg ebes dotbns6évedect $76,346,727 
2. National Broadcasting Co. ...... 64,013,296 
3. Columbia Broadcasting System ... 63,403,583 
4. Saturday Evening Post ......... 59,259,119 
5. American Broadcasting Co. ...... 42,342,8: 
GRRE Sere 23,771,732 
7. Ladies’ Home Journal ........ 743, 
8. The American Weekly ........ 369,671 
9. Mutual Broadcasting System .... 18,078,695 
DEEL. Sh detvissdd oops owes 7,064,959 
11. Better Homes & Gardens ....... 16,967,118 
12. This Week Magazine .......... 6,730,120 
Dh ¢icdessenassooesaesdeeé . 
14. Good Housekeeping ............ 4,883,253 
15. Woman’s Home Companion ..... 11,267,552 

>= ernrer 0,737,228 
Ein kk-5 6 50 eetend 6ades 783,560 
18. Country Gentleman ........... 946,640 
| eee 746 
20. American Home ............... 6,571,360 
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Luckman Resignation 
Slipping Competitive Position Probably a Key; 
Likely Successor Would Be Top Soap Man 

By JOHN CRICHTON 

New YorK—Last week, as 

Charles Luckman, selling’s golden 
boy, stepped down from his $300,- 
000-a-year job as president of 

Lever Brothers, the advertising 

business asked two questions: 

“Why did he quit?” 
“Who would succeed him?” 

The answer to the first question 

wasn’t clear-cut, but involved at 

least four factors: the dollar crisis, 

Lever’s slipping competitive posi- 
tion in the dog-eat-dog soap field, 

the savage shakeups which have 

rocked the company and made 

veterans out of four-year men— 

and cold reception abroad to the 
plans for expansion of the Ameri- 

can branch. 

ws As to who would be the next 
man to head the giant company 

(sales in excess of $200,000,000, 
: advertising budget of about $20,- 

000,000), the soap business said 
no immediate successor was likely. 

A three-man executive board, 
composed of Arthur Hartog, J. L. 

Last Minute News Flashes 
Nielsen-Hooper Deal? Principals Disagree 
New YorK—C. E. Hooper last week confirmed the rumor that he has 

been negotiating with A. C. Nielsen regarding the latter’s purchase of 

“certain portions of the Hooper Network Audience Rating Service.” 
Mr. Hooper denied that the proposals call for the absorption of his bus- 
iness by the Nielsen. company. The proposals, Hooper said, “are not 
firm or final and are contingent upon approval by Nielsen stockhold- 

ers and directors.” 

Meanwhile, in Chicago, A. C. Nielsen Co. denied categorically to 

ADVERTISING AGE that any deal of any kind is pending with the Hooper 
organization. 

Weir Reported New Agency for ‘McCall's’ 
New YorkK—Walter Weir Inc. has reportedly acquired McCall’s ac- 

count, just withdrawn from Federal Advertising. Federal will continue 

to handle the advertising and promotion service of Super Market In- 

stitute, which has a tie-up with the magazine. 

Coolerator Co. Appoints Campbell-Mithun 
Du.LutH—Coolerator Co., which has placed its advertising through W. 

W. Garrison & Co., Chicago, since it was purchased by Gibson Refrig- 
erator Co., Greenville, Mich., early in 1948, has appointed Campbell- 

Mithun to direct its account, effective April 1. Garrison will continue 
as the agency for Gibson, the parent company. 

New Parker Pen Product to Tatham-Laird 
JANESVILLE, Wis.—Parker Pen Co. has appointed Tatham-Laird, Chi- 

cago, to handle advertising and merchandising of a new product whose 

nature has not yet been disclosed. J. Walter Thompson Co. handles 
Parker pen advertising. 

Kay-Way Corp. Plans Promotion of New Dishwasher 
INDIANAPOLIS—Kay-Way Corp., maker of a new portable Kay-Way 

dishwasher, has appointed Sidener & Van Riper to direct its account. 

The $49.95 dishwasher will be promoted in appliance dealer trade pub- 

lications; in consumer magazines, including Better Homes & Gardens 

and Good Housekeeping, and cooperative newspaper, radio and TV ad- 
vertising. 

Philip Morris Plans Test of Outdoor Medium 
NEw YorK—Philip Morris & Co. is planning to test outdoor advertis- 

ing in New England. This is one of the first—if not the first use of 
the medium—by the cigaret maker. Biow Co. is the agency. 

Philip Warner Joins Benton & Bowles 
New YorK—Philip Warner, formerly a vice-president and account 

executive with Needham & Grohman, has joined Benton & Bowles as an 

account executive with the Schenley group. 

(Additional News Flashes on Page 69) 

Luckman Pitches 
New YorK—Although his 

Lever association was draw- 
ing to a rapid close, Mr. 

Luckman stuck to his post 

right through Friday, his last 

official day on the job. 

Flanked by the two direc- 
tors, he continued to hold 
meetings with department 

heads over current Lever 
business problems, and, so 

insiders said, appeared to be 
in complete harmony with 
Lever’s top echelon. 

Heyworth and F. D. Morrell, would 

operate in the interim. All three 

are Unilever directors, on loan to 

Lever Brothers. 

The most important of the three 
is probably J. Laurence Heyworth; 
he has been managing director for 
American opera- 

tions, and has 

been Luckman’s 
boss since Luck- 

man came to 

work for Lever 

three and one- 

half years ago. 

None of the 

three, at press 

time, had arrived 
in the U.S. In 
the meantime, the 

company was 
represented by Sir Geoffrey Hey- 

worth, chairman of Lever Brothers 

& Unilever Ltd. and Paul Ry- 

kens, chairman of Lever Brothers 

& Unilever N. V. 

Charles Luckman 

es After battling with three sec- 

retaries and two public relations 

men who act as buffers for the 

two Lever executives, AA was 

requested to submit a list of ques- 
tions. These asked if Unilever 

would move into the dollar zone, 

whether Unilever headquarters 

(Continued on Page 65) 

Lever, Luckman 

Split Came Quickly 
New YorK—Here’s the time ta- 

ble of the split between Luckman 

and the company’s British man- 

agement: 

Sir Geoffrey Heyworth and Paul 
Rykens were scheduled to fly from 

England Thursday and meet with 

Luckman on Friday, Jan. 13. They 

ran into bad weather, were de- 
tained at Gander, couldn’t land at 

| LaGuardia, and didn’t reach New 

York until late Friday night. 

They met with Luckman at lunch 
on Saturday. 

During Sunday, the arguments 

which led to Luckman’s resigna- 

tion developed. By Monday the de- 

cision was known to a handful of 

insiders. Agency executives on the 

account generally did not know it 

until Wednesday afternoon, when 

the release was distributed. 
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Sears Forms New Book Club 
Sears, Roebuck & Co., Chicago, is 

introducting a new book club in 
its 1950 spring and summer general 
catalog. The new Readers Club, 
which is entirely separate from 
the company’s Peoples Book Club, 
will offer modern fiction at special 
club prices. The older book club 
offers books with a broad family 
appeal while the new one offers 
“more sophisticated and realistic 
type” books 

WCUE Appoints Two 
George K. Stroupe has been 

named president and _ business 
manager of WCUE, a 1,000-watt 
daytime outlet in Akron. Tim El- 
liot has been appointed vice-pres- 
ident and operations manager. The 
station will begin regular program- 
ming in February. 

TQPFLIGHT 
PRINTED ADHESIVE CELLOPHANE TAPE 

NAB Adds Protest 

on Langer Ad Bill 
WASHINGTON—The National As- 

sociation of Broadcasters registered 

its opposition last week to the 

Langer bill, prohibiting interstate 
liquor, beer and wine advertising 

on the air and in printed media 
(AA, Jan. 16). 

Carefully stating that it is not 

“promoting or condoning” the ad- 

vertising of hard liquors or other 
spirituous products, the association 

wrote the Senate interstate and 
foreign commerce committee that 

“the indiscriminate attempt made 
by this bill to prohibit all interstate 
advertising of alcoholic beverages 

is unsound and unfair.” 

NAB said the control of liquor 
manufacture and sale is basically 
a moral problem which has been 
vested with the states and their 

political subdivisions. “The na- 

tional government should not, 

through the devious means of a 

bill affecting advertising, usurp 

‘|that function and, in effect, par- 
tially reinstate the 18th amend- 
ment.” 

The association mentioned re- 
straints exercised by the Federal 
Alcohol Administration Act and 

the Standards of Practice of the 

NAB. It added that it is unaware 

of any prosecution of a radio sta- 
tion by local authority for viola- 

tion of any liquor law. 

Rogers Peet Names Riegel 
Rogers Peet Co., New York, 

manufacturer, wholesaler, and re- 
tailer of men’s clothing, has ap- 
pointed G. Frederic Riegel, form- 
erly vice-president of Abbott Kim- 
ball Co., as advertising director, 
succeeding Robert M. Ferns, who 
has suspended business activities 
due to poor health. 

Appoints A. C. Hopkins Jr. 
American Maize-Products Co., 

New York, has appointed A. C. 
Hopkins Jr., formerly manager of 
the chemical sales division, as as- 
sistant manager of the bulk sales 
department. 

Kimball Resigns Nylon Dip 
Abbott Kimball Co., Chicago, has 

announced that it has resigned the 
Nylon Dip account which it has 
handled since last September for 
Earl Witt Inc., Chicago sales and 
merchandising organization. Rob- 
ert Smith Mfg. Co., Los Angeles, 
manufactures the product. Earl 
Witt, asked if he has named a new 
agency, said Wednesday he did not 
know Kimball had resigned the 
account. 

Announces Name Change 
Fashioncraft Cloth Products, 

Brooklyn, manufacturer of a com- 
bination bottle holder and temper- 
ature retaining travel case, and in- 
sulated formula bags, has changed 
its name to Fashioncraft Products 
Inc. The company has also opened 
a new office in the Children’s 
Mart, 1710 Jackson St., Dallas. 

Sets Ad Specialty Fair 
The Advertising Specialty Na- 

tional Association will hold its 
47th annual convention and spe- 
cialty fair at the Palmer House, 
Chicago, Sept. 24-28. 

An advertisement by the 
National Biscuit Com- 

December 7, 1949. 
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... and The Blade is proud, 
too, to have Nabisco use its columns to set forth the good and substantial 
reasons for building its great soft wheat flour mill here. Many a skilled worker 
producing Toledo-made products of glass, iron, plastics or steel, will now be 
eating Nabiscos of Toledo-made flour, from a mill “constructed by Toledoans, 
run by Toledoans and moving ahead with Toledo”. 

TOLEDO BLADE and TOLEDO TIMES 

Advertising Age, January 23, 1954 

Carlock, McClinton 

Join Paul Smith 

to Form Agency 
New YorkK—A new national ag. 

vertising agency, Carlock, Me. 
Clinton & Smith, will start opera. 
tions May 1, according to a joint 
announcement by H. L. McClinton, 
who has resigned as vice-pregj. 
dent and director of N. W. Ayerg 
Son, and Paul Smith, president of 
Paul Smith Advertising Inc. 

While headquarters for the new 
agency have not as yet beg 
leased, organization work for the 

new group is being carried on at 
the Smith office, 24 W. 45th §¢t. 
Mr. Smith’s agency will be mergeg 
with the new agency. 

Officers of the new company 
are Mr. McClinton, president; Mr. 
Smith, vice-president and chair- 

H. L. McClinton Paul Smith 

man of the plans board; and M. E. 
Carlock, who has resigned as vice- 
president of Benton & Bowles, 

vice-president and secretary. 
Information about accounts te 

be serviced by the new agency will 
not be available “for a couple of 
weeks,” AA was told. 

a Mr. McClinton joined Ayer in 
1929, and has been in the Detroit, 
Chicago and New York offices. For 
12 years he has been vice-presi- 
dent in charge of radio, television 

and motion pictures, and for five 
years a member of the board and 

the creative production group. Be- 

fore entering the agency field he 

was a newspaper reporter in Phil- 
adelphia and Seattle. 

Mr. Carlock was associated with 

Benton & Bowles for seven years. 

Formerly, he 

was an advertis- 

ing consultant 
and supervisor 
for the Metropol- 

itan Life Insur- 
ance Co., and 
had been promo- 

tion manager of 

the Encyclopae- 
dia__ Britannica. 
Before that he 

had been associ- 
ated with the 
Hutchinson Agency, Minneapolis. 

Mr. Smith, before organizing the 
agency bearing his name, was 

an account executive with D’Arcy 

Advertising Co. for five and a half 
years. Between 1932 and 1942 he 
was art director of Kenyon & Eck- 
hardt. He was president of the Art 
Directors Club here from 1946 to 

1948. 

M., E. Carlock 

Sturtz-Meder Opens As 
Point of Sale Consultant 

Leonard Sturtz and Thomas Me- 
der have opened Sturtz-Meder, 
1450 Broadway, New York, to op- 
erate as point of sale consultants. 
They will act as a display depart- 
ment for agencies or manufac- 
turers. The service is offered at 
no cost since the organization 
places display business on behalf 
of its accounts. 

Mr. Sturtz was formerly with 
Bestform Foundations; Mr. Meder 
was with Meder Textile Co. 

Tingdale Named To Ad Post 
Warren Tingdale, vice-president 

in charge of sales and advertising 
of Boyle-Midway, has been named 
for the additional duties of vice- 
president of sales and advertising 
of American Home Foods. Boyle- 
Midway and American Home 
Foods are both subsidiaries of Am- 
erican Home Products Corp. 
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DRAMA... RALPH BELLAMY, stage, screen, and 
now television star, in Man Against Crime, an 
action-packed “whodunit”. But putting on a 
“whodunit” is no guarantee of TV success. The 
“how” it’s done, the “know-how”, must be there. 
And that’s your agency’s responsibility. 

COMEDY... Many of the Colgate Theatre shows 
each Sunday night are light, gay, young come- 
dies. And here’s an interesting thing about this 
show — in spite of the fact that it has a phe- 
nomenally low budget, a recent Hooper rating 
placed it fifth highest of all programs. 

IN 1040...928 HOURS OF ESTY-PRODUCED daeweansaen > = OF COMMERCIALS! |, 
‘F. >t 

NEWS . . . Familiar sight to millions .. . Gan. 
mentator JOHN CAMERON SWAYZE and the 
five-night-a-week newsreel over the NBC-TV 
network. And it is a matter of record that the 
William Esty agency hi&s pioneered in adapt- 
ing news and newsreels to this new medium. 

ke “* CAMEL 30 day test sal 
VARIETY... CAMEL CIGARETTES present a new 
contender for top TV honors... a variety show 
starring the one, the only, the inimitable 
Ep WYNN. The Perfect Fool, we believe, is a 
perfect natural for TV. With him, each week, 
there’ll be a Hollywood guest star. 

ANIMATED COMMERCIALS . . . Animation is one of 
the most complicated jobs an agency faces. 
Here you need a lot of special talents. Special- 
ized writers ... art directors with Hollywood 
experience ... musical technicians . . . produc- 
tion men. We have them all...on our own staff, 

COMMERCIALS (Live and Film) . .. When all is said 
and done — and paid for — here is the heart of 
the matter: the story of your product told in a 
fresh, interesting, convincing, result-producing 
way. We’d like to discuss our experience with 
commercials ... with you. 

al 3 ‘ Pra ns oe 
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SPORTS . . . Baseball . . . football . . . basketball 
. . boxing . .. the rodeo. , . we have telecast 

them all. And we’re rather proud of the “field- 
men” on our staff —the men who go out and put 
on the telecast. It’s a split-second, quick-deci- 
sion operation, and they’ve got to be good. 

TV SPOTS ... Advertisers will be spending mil- 
lions of dollars in spots on television, just as 
they now do in radio. For some advertisers, 

they are an ideal selling tool. You, perhaps? 
Here is a shot from a spot we recently filmed 
for “Eveready” Batteries. 

What Manpower should you 

expect your agency to employ 

to produce TELEVISION today? 
TV is greedy. It devours man-hours. It demands many special talents. 

Demands a big, separate department—an impressive investment in highly-paid, 

highly-skilled specialists. 1his, every advertiser has a right to expect! 

TV has been the atom bomb of the ad- 
vertising-agency world. 

Here was a whole new concept. Sight 
and sound together in selling. Here 
were the elements of theatre, movies, 

radio and advertising, all intertwined 
into a new and intricate force. 

In all other media, for 17 years, sales- 
results, readership ratings and all yard- 
sticks of effectiveness have demon- 
strated the power of Esty advertising 
techniques and point of view. 

Now, with this new medium, came 
a new and wider stage for the employ- 
ment of these dynamic techniques. 
Action ...drama... human interest... 
newsiness ... excitement... all these 
qualities characterizing our advertis- 
ing in all other media fitted TV to per- 
fection. It was made to order for us. 

So we plunged right in. Immersed 

ourselves in the medium since its ear- 
liest beginnings. Indoctrinated all our 
major creative and administrative per- 
sonnel. Built up a well staffed, sep- 
arate television department. With the 
result that we are one of the largest 
operators in television today. One of 
the top three. 

In 1949, we telecast 528 hours of 
programs, 3800 minutes of commer- 
cials— probably more than any other 
advertising agency —and 619 spot an- 
nouncements. In the last eighteen 
months, we have produced 191 film 
commercials alone. 

Naturally, with all this activity, 
we have acquired a mine of informa- 
tion on the power of this new me- 
dium. May we show you our pre- 
sentation? No obligation, of course. 
Just phone MUrray Hill 5-1900. 

@ Just to demonstrate the complexity of 
producing a typical television program, 
here’s a chart of the Esty personnel re- 
quired to put on just one half hour of 
drama, the COLGATE THEATRE. 
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William Esty Company, Inc - Advertising 
100 East 42nd St., New York 17,N. Y. ..... MUrray Hill 5-1900 @ MHottywoon: California Bank Building, Vine and Selma 

, 1950 ; 
a 

n bia 

cd Ff my ; Ot 2) oe ot oe a : oe ; . ° eo *, : ? ee =u, 

= eee . py is ‘ ~ : ’ ee « at 24. oe 
H ay ~~ Gee pe ee 4 ve 4 Lhe q a ; a or af . tee ins | i” ee e « 

al aa ‘ 7 j ee ee eae @ a ee cd J Pinole } Bases 5 EY, —— : 
j as . Pag oe 39 Seca ay F * A! wae ae 

joint | i oo. ets <r as — a - e ; 
on, soe " — , ow eet 2a. 3 #: ig. A ie presi- a + s\ f £5 Be i f 7 “ter .- Ao = 

“ee % = FF " a. * ? ple ; as 
yer & atin, j re pebrect te 1 Ree \ < A a (ag < i . Q * aie 5 ae ocr 
ont = Pilg gre Pe & co iseail aa. -... , ee, . Ea Re ‘ . re ee Se 

of - ~ ame Si - — rl ae . %. a Nay Na ba les 

> new — wee... oo: ene ; J | £ ov [ae y " ~ ¥ 
, wc AE FI 4 ; _ i ‘ hie 

- the : ht 5 Mow tee, Ee i i ae 
: “oe 7 cor: ' ~ is . 

; 

7 

Pie ue 
1pany Nee as 

aie | ee *hair- ; 

ee a Z 3 ae ‘+ — ee 

ie : = oe if a rs — : : EOE - mie 
. ae - are y i « a ‘ i - ; 

“. BS ; e : few re nid ~ ~ a “oh igawt ‘ 

2 At ‘Ss = y. - Say on a (ile eo ; — - - 

i © | on © ae a we! | mf oD ae EG: ; a : 
i — Ng! How | ii ‘Shown — a 4 ; io ts. ae ie,’ ©) Mae Ww PUCOROW m:' \ > J INE s - Nee 

_| ine . a mS Pm ’, , . ? scsiaiia’* picidiaaaa a Y A w ae at ere 
ae ee i ane \ : a hc -—_ oe =n haa 

. os z t Rs! + 3 How. Idec 4 Cciaga be rt ace 08 aa 
: a bh ae a , 5 , ee Ot! ee aoa he UG = ote P ; 

— 2 ‘fn ‘ y ee Ee \ Y . Bint, 

His ee “ay ae re sn 
hs 2, OY o d , rae 

a 
° Wee Wee 

a pi 

a 
oh 

os 

on ee 

: ' 

ck 

olis. 
' ‘ t? ae a 

g the a is ‘ ‘4 
Pa  * “i 
Arcy ue ee 
| half ae ies @ + 
12 he ES ; ives lar a 3 ae . a ie BS 

Eck- 2? ieee. t= ate 
> Art o i 
46 to _ Rai iictea't Se 

f pRODUCER 

“a U Gas: READER ed time suver 

mw 4 = ‘ : 

= a 

° 

| 4 
ce oe 

; ee ' x 

5 gE 
. re eee (4 ae 

EP <i ee ena aI a a ae Rt EOS CIR ae SNA ERE NE Rg ea eon SAO AE ot RRO rrr 



4 

DuMont Appoints 

Campbell-Ewald; 

Buchanan Loses 
New YorK—Allen B. DuMont 

Laboratories has appointed Camp- 

bell-Ewald Co. to handle its adver- 
tising, effective March 1, replac- 

ing Buchanan & Co., which has 

had the account since early 1943. 
DuMont may spend $5,000,000 on 

advertising and merchandising in 

1950. Heaviest expenditures went 

into newspapers and television, 

national and co-op last year. The 

company also uses class magazines 

periodically. Current network TV 

THE LETTER SHOP, Sina) 
». Mlinots horn St., Chicago wis.» 

attraction is the “Morey Amster- 

dam Show” on the DuMont Net- 
work. 

This year’s outlay for promotion 
is being increased in line with 
the manufacturer’s expansion of 

production and distribution. Plans 
are to double the distributor or- 
ganization during 1950. 

The DuMont account, potenti- 

ally, if not already, one of Buchan- 

an’s biggest, is the second major 

loss by that agency in recent 

months. Texas Co., which formerly 
placed outdoor advertising, the 

Metropolitan Opera broadcasts, 

etc., through Buchanan, dropped 
the agency in May, 1949. 

Tries New Whisky Ad Style 
Departing from its previous Rit- 

tenhouse rye whisky cartoon ads, 
Continental Distilling Co., Phila- 
delphia, has begun a year-long 
campaign of 100-line ads using 
large, black type to stress that Rit- 
tenhouse is bottled in bond and 100 
proof. Ads will run in 91 newspa- 
pers in 15 states, through McKee & 
Albright, Philadelphia. 

Robert Montgomery to 
Advise NBC on Video 

Robert Montgomery, who begins 
a new one-hour dramatic show for 
Lucky Strike over NBC-TV Jan. 
30 at 9:30 p.m., EST, has been 
named an executive producer of 
the network. He also will serve 
in an advisory capacity to Syl- 
vester L. Weaver Jr., vice-presi- 
dent in charge of television. 

Mr. Montgomery, who has been 
living in New York since he started 
a 15-minute commentary program 
on radio (ABC) for Lee hats this 
fall, will produce, narrate and star 
in the American Tobacco telecast. 
The drama will be scheduled every 
other week. 

Lords Cigarets Tested 
Lane Ltd. last Wednesday 

launched a test newspaper cam- 
paign in metropolitan New York 
for its Lords cigarets. 
Copy is based on the Reader’s Di- 

gest article, “How Harmful are 
Cigarets” (AA, Jan. 2), and fea- 
tures the idea that the nicotine 
content of Lords’ is less than 1%. 
Ben Sackheim Inc., New York, is 
handling the test drive. 

Paid Admission 

Won't Aid TV, 

Experts Think 
(Continued from Page 1) 

good will. It may be that free 
distribution for these purposes 

would be considered of much more 

value to them than a dollar return 

lowering their costs. It might fur- 

ther be emberrassing for them to} 

have a system which is part paid 

and part gratis.” 

@ Donald W. Stewart, advertising 

manager, Texas Co., emphasized 
the importance of the studio aud- 

ience to the “Texaco Star Theater.” 
“Since we need a studio audi- 

ence, the people are, in a sense, 

doing us a favor by being there,” 

he said. “Laughter is contagious. 
Reaction from the studio audience 

ucomparssing THE | 

If your product is one that is required in the countless phases of institutional 
mass housing and mass feeding operations the method for reaching the buying 
and specifying factors in this $9,000,000,000 market is clear cut and concise. 
To sell your product to the hotels, hospitals, schools, restaurants, clubs and 
all of the other types of institutions which comprise this huge and ever-growing 
market it is unnecessary to look beyond INSTITUTIONS Magazine and IN- 
STITUTIONS Catalog Directory. 

For these are the only media which actually encompass all types of institu- 
; they are the only publications which serve all of the interests common 

they offer you the only means by which you can place 
your product story directly before the people you must influence to sell your 

tions . 
to all institutions . . . 

product on a large scale basis in this field. 

HOW BROAD IS THE SCOPE OF THE INSTITUTIONAL MARKET 

FOR YOUR PRODUCT? 

Some idea of the size and scope of the institutional market in relation to 
your product is indicated by surveys of this field which are being made continu- 
ously by INSTITUTIONS Magazine and INSTITUTIONS Catalog Directory. 
The latest such survey shows that over nine billion dollars are currently being 
expended for various projects planned for the immediate future or now under 
way. Some of the major classifications into which these expenditures fall are 
shown in panel at right. If your product falls into any one of these categories 
your greatest sales opportunities lie in reaching the men and women who 
control the purchase or specification of the products for this field . . 
and women who are dependent upon INSTITUTIONS Magazine and INSTI- 
TUTIONS Catalog Directory for the major part of their product and manage- 
ment information. 

MARKETING ASSISTANCE FOR MANUFACTURERS 

OF INSTITUTIONAL PRODUCTS! 

This organization is in a position to assist manufacturers in connection with 
marketing problems involving the institutional field. If you are not familiar 
with how we can serve you in this capacity or if you desire additional informa- 
tion regarding INSTITUTIONS Magazine and INSTITUTIONS Catalog Direc- 
tory and the market they serve, write direct or 

Consult Your 
ADVERTISING AGENCY 

[wew FEATURE = MONTHLY MENU C) CALENDAR | 
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STITUTIONAL 

FOR WHICH 

RE-EQUIPPING 

Refrigeration 
Intercommunication 

MAINTENANCE AND 
REPAIR 
Paint, Floor Cleaning 
quip t and Supp 

Mai pases ater 

Maintenance Machines 

REMODELING 
Air Conditioning 
Plumbing 
Lighting 
Structural Changes 
Elevators 

INSTITUTIONS 
Magazine and IN- atl 

STITUTIONS CATA- | 

LOG DIRECTORY 
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These Are Institutions... 
* Hotels 
* Hospitals 
* Schools 
* Colleges and Universities 
* Industrial Cafeterias and 
Restaurants 

+ Jobbers, Dealers and 
Distributors 

* Steamship Lines and 
Shipyards 

+ Office and 

* Utilities 

+ Railway Systems Decorators 
* Airlines 

MAJOR PURPOSES 

9 BILLION DOLLAR \ 
INSTITUTIONAL EXPENDITURES \ 
ARE PLANNED OR UNDER WAY \ 

Fire and Safety Equipment 
Kitchen and Laundry Equipment 

REFURNISHING \ 

Furniture, Draperies 
Carpeting, Lamps 
Wall Coverings 
Chinaware, Silverwore, 

Bedding and Towels 
Business Machines 

ting Office Equipment 

NEW CONSTRUCTION 
Construction 
General Furnishings 
Food Service and Other 
Mechanical Equipment 

* Asylums, Municipal and 
State Institutions 

* Restaurants and Cafeterias 

* Army, Navy and Govern- 
ment Institutions 

* YMCAs, YWCAs & YMHAs 
* City and Country Clubs 

* Architects, 

* Other Institutions 

te 
MARKET 

Napery 

Public Buildings 

Engineers, 
and Designers 

Advertising Age, January 23, 1g ; 

is something which catches on jp 
the living room. 

“We don’t want to cause jij 
will among the people who come 

to see our show as we might wel] 
do if we started charging them for 
tickets,” Mr. Stewart continued 

He ridiculed the suggestion that 
charging admission to see Milton 

Berle’s TV antics in person would 
save Texaco any money. “Any say- 

ings would be more than eaten up 

in increased union fees,” he said. 

® Pointing out that “Cavalcade of 
Stars,” 

would be a natural to attract paid 
studio audiences, Chris Witting, 
assistant to the director of the 

DuMont Television Network, said 
“it would be wonderful if we could 

charge admission to the show.” 

Major factor preventing DuMont 
from testing any sort of paid ad- 

mission policy is the belief that 
the network, as a result, would 

be subjected to “all the controls 

and fees licensing divisions of the 

a top Saturday night show, | 

state and city governments, norm- 
ally imposed on theaters offering © 
entertainment for profit.” 

Like many other telecasters, Mr, — 

Witting is sure paid admissions 

would necessitate higher expendi-| 
tures for musicians, Ascap, talent, 
literary rights and the general | 
cost of operating a theater, which 

is less if used for a TV studio than 
for a legitimate show. 

Mr. Witting further assertec 
that, in the long run, the sales 
impact of television (here he 
quoted from a recent speech by 

Ben Duffy, president of Batten. 

Barton, Durstine & Osborn) will 
outweigh the problem of costs, 

with sales more than justifying the 
required expenditures. 

a The position taken in AA’s edi- 
torial—with which he neither dis- 
agreed nor agreed—raised a num- 
ber of questions in the mind of 
Joseph Moran, vice-president, 
Young & ‘Rubicam. 

Would people who paid to see a 
show dislike having to look at 

the commercials? Some people 

have resented paying to see a}. 

forced to look at advertising on the 

theater screen, he said. 

Dramatic shows would have to 

be handled differently, if studio 

audiences were a_ consideration, 

Mr. Moran believes. Every set 

would have to be arranged to face © 

the same way; now sets are placed © 

in whatever direction is most ad- 

vantageous for camera pickups. 

Erwin, Wasey Has LeBlanc 
LeBlanc Corp., Lafayette, La., 

which plans to spend $2,000,000 
on its promotion of Hadacol, vit- 
amin B and mineral preparation 
(AA, Jan. 16), will handle the 
campaign through Erwin, Wasey 
& Co., New York. Hedrick & 
Towner, Houston, which AA listed 
as directing the account, has been 
retained for a special merchandis- 
ing job. 

Gordon Brine to ‘Flair’ 
Gordon F. Brine, formerly vice- 

president of Nolde & Horst Co., 
hosiery manufacturer, has _ been 
appointed merchandising manager 
of Flair. The new publication of 
Cowles Magazines is slated to ap- 
pear this week. 

Becomes Cooperative Show 
“Who Said That?,’”’ NBC’s quote- 

quiz network television program, 
will be sponsored on a cooperative 
basis when it moves into’ its new 
time spot—Monday, Jan. 30 (10:30 
p.m., EST). 

Bing. Bong, Bing Registered 
National Broadcasting Co.’s 

“bing, bong, bing” chimes station 

motion picture and then being! 

break has become the first audible 
trademark registered by the U. S. 
Patent Office. 

Davis Drops Fruit Industries 
~ Davis & Co., Los Angeles, has re- 
signed the account of Fruit Indus- 
tries, California wine co-op, after 
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“Today, the South offers a challenge 
to all industry, because of its ready 

acceptance of new ideas and its avid 
appreciation of improved methods— 
particularly in agriculture. The fore- 
sight displayed by the diversification 
of crops and the utilization of many 
new methods of land conservation 

: “The SOUTH is a market of vast, new dimensions” 
HOULDER HUDGINS 

“The SOUTH offers a challenge fo all industry” 
A. W. STEUDEL 

have marked this great area for a 
prosperous future. The rural South 
is certainly one of the most profitable 
markets for American business to 
cultivate.” 

A. W. STEUDEL, President 
The Sherwin-Williams Co. 

“The rising importance of the pro- 
gressive rural.South is of major in- 
terest to American industry. The 
expanding Southern economy is con- 
tributing to the nation’s stability 
and progress. Growing employment, 
more home building and the desire 
for more attractive house furnishings 

opens up greater opportunities for 
the smooth surface floor covering in- 

dustry in the new South. The rural 
South today is a market of vast, new 

dimensions.” 

HOULDER HUDGINS, President 
Sloane-Blabon Corporation 

1% 

"The SOUTH has a new spirit of accomplishment” 
C. B. SCHMIDT 

“The rapid development of dairying 
throughout the South is bringing 
better farm incomes and better farm 
living to Southern farm families— 
for prosperity follows the dairy cow. 

These factors, together with the 
wonderful new spirit of accomplish- 
ment we see everywhere in the rural 

South, have convinced us of the tre- 
mendous possibilities of this market.” 

The expansion of Southern industry 
is providing a ready market for 

Southern- produced dairy products. 

The SOUTH subscribes to The Progressive Farmer | 

The Progressive Farmer is the rural South’s No. 1 Magazine... 

FIRST in number of farm families who read it regularly ... FIRST 

in number of farm families who name it their favorite magazine 

. . . FIRST in trade influence in the opinion of Southern retailers 

and wholesalers . . . FIRST in advertising linage and revenue. 
More Southern farm families read more advertising in The 
Progressive Farmer than in any other publication. 

Bre (ene ae cs NG ae a 

MORE THAN A MILLION 

C. B. SCHMIDT, Vice President 

The De Laval Separator Company 

i 

; 

SOUTHERN 
FARM FAMILIES 

Advertising Offices: BIRMINGHAM, RALEIGH 
MEMPHIS, DALLAS, NEW YORK, CHICAGO 
Pacific Coast: Edward S. Townsend Co., San Francisco, Los Angeles 
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‘Portfolio,’ Magazine on Art, Design 

and Typography, Bows; 7,500 Subscribe 
CINCINNATI—Portfolio, a new 

magazine of advertising art, de- 
sign and typography, reached sub- 

scribers for the first time last 
week. Designed especially for art 
directors and agency men, the 

magazine will be published here 
quarterly by Zebra Press, 22 East 

12th St. 
George S. Rosenthal and Frank 

Zachary, co-publishers and editors, 

report 7,500 subscribers before 

publication and anticipate this 

number will reach 10,000 shortly as 

a result of a direct-mail approach. 
Portfolio sells for $10 a year to 

KLX Covers 
OAKLAND, CALIFORNIA 
AT LOWEST COST PER 1,000 

Represented nationally 
by Burn-Smith Co., Inc 

charter subscribers, and its regu- 
lar price is $12 a year. Advertising 

rates are $450 for a single b&w 

page, with a four-time rate of $400. 
The venture is financed by 

George W. Rosenthal, head of S. 
Rosenthal & Co., Cincinnati pub- 
lishing and printing concern (AA, 

March 21, ’49). George S. Rosen- 

thal is a member of the family 

which operates S. Rosenthal Co. 
and Mr. Zachary is a former edi- 
torial associate of The New Yorker. 

s The magazine was designed and 

laid out by Alexey Brodovitch, art 

director of Harper’s Bazaar. The 

first issue is ornate and striking 

in appearance, with hand-made| y 

inserts and unusual swatchings. 

It has 40 pages in full color, and 

features an article on the Italian 
typographer, Giambattisti Bodoni. 

The magazine is intended to 

stimulate useable ideas among 

working designers, art directors, 

advertising executives and editors. 
Portfolio will be sold by sub- 

scription only, except for sales in 
a few book stores. 

Moran Joins Shannon 
D. E. Moran, 

previously with 
American News- 
paper Advertis- 
ing Network as 
director of pub- 
lisher relations, 
has joined Shan- 
non & Associates, 
New York, pub- 
lishers’ represen- 
tative. 

Mr. Moran has 
been appointed as 
vice-president 

and director of the company and 
ae ena his headquarters in New 
ork. 

D. E. Moran 

Yardley Appoints Pullen 
Yardley of London, New York, 

has appointed Frederick J. Pullen 
Jr., formerly with British Overseas 
Airways, as advertising manager. 

Buckingham, Clyde Bedell 
to Head ‘Memos for Men’ 

A. O. Buckingham, formerly 
vice-president of Cluett, Peabody 
& Co., has been elected president 
of Memos for Men Inc., new adver- 
tising shopping page which makes 
its first appearance in Collier’s on 
April 29 (AA, Dec. 12). 

Clyde O. Bedell, advertising 
analyst and specialist on retail 
copy, has been elected vice-presi- 
dent of the organization and A. 
Bradley Eben, Chicago attorney, 
has been named secretary-treas- 
urer. Representatives appointed 
last week are Dwight H. Early, 
Chicago, for the Midwest, and 
Ralph W. Harker & Associates, San 
Francisco, for the Pacific Coast. 
Memos for Men is located at 121 
W. Wacker Drive, Chicago 1, and 
36 E. 36th St., New York. 

Sun-Maid Promotes Neatus 
Carlis H. Neafus, formerly as- 

sistant sales manager of Sun-Maid 

Raisin Growers, Fresno, Cal., has 
been promoted to general sales and 
advertising manager of the asso- 
ciation. 

| 

There are two ways to handle dealer help direct 

mail. One will assure that your mailing pieces 

reach the market—the other may result in your 

mailing pieces NOT being mailed at all. 

Ask your dealers to take care of all handling 

and mailing details and the mailing pieces you 

supply are apt to wind up under the counter to 

gather dust. 

But give them a program that relieves them of 

all work and you get the dealer cooperation you | 

have a right to expect—your direct mail hits the 

_ THE REUBEN H. DONNELLEY CORPORATION 
350 £.22nd ST. 
CHICAGO 16, ILL. 

» 

"30S €.45th St 
NEW YORK 17, NY. 

mark at the right time—and your promotional dol- 

lar is fully accounted for. 

The Donnelley method of handling the entire 

campaign—creating and printing—supplying the 

lists—imprinting—addressing and mailing—has 

been proved by many of the nation’s advertisers 

as the most efficient, most economical plan for 

dealer direct mail promotion. 

To get the full story on a Donnelley-produced 

campaign, get in touch with your nearest Donnelley 

office. 

727 VENICE BLVD. — 
LOS ANGELES 15, CALIF 

Advertising Age, January 23, 1950 

Institutional Cigar 

Ads Run in ‘SEP’ 
(Picture on Page 1) 

New YorK—The first  nationaj 
institutional advertising campaign 
to feature cigars and cigar smoking 
will be launched by the Cigar In. 

stitute of America in the Feb. }j 
issue of The Saturday Evening 

Post. Two other four-color, ful]. 
page advertisements wili follow 

between February and June. Ben. 

ton & Bowles is the agency. 

The advertising, voted by the in. 

stitute last fall (AA, Oct. 3, °49), 

supplements the organization's 

publicity, and has been undertaken 
as a limited test, in the belief that 
if the right advertising formula is 

developed the sale of cigars in the 

country can be doubled within a 

comparatively short period. 

In each of the forthcoming test 
ads, a box will carry suggestions 

to prospective smokers and some 
ideas for veteran smokers. 
More than 60 manufacturers of 

cigars comprise the Cigar Institute. 
Factory salesmen from the com- 

the institute’s message to the trade. 
More than 200,000 mailing pieces 

have been developed for trade pro- 
motion to coincide with the ad- 
vertising. 

Advertising plans for the second 

half of this year will be considered 

within the next few weeks. 

Crane Promoted by 

Simmons-Boardman 
New YorkK—J. S. Crane, vice- 

president and secretary of Sim- 

mons-Boardman Publishing Corp., 

has been named general sales man- 

ager of all the company’s trans- 

C. A. Simonson J. S. Crane 

portation publications. He suc- 

ceeds Wayne Hickey, who has 

of illness. 

Charles A. Simonson, formerly 

on the New York sales staff, has 

been promoted to eastern advertis- 

ing manager of American Builder, 

succeeding Mr. Crane. Robert A. 

Wilt, formerly with McGraw-Hill 

motion manager of American 
Builder. 

Mr. Crane, who also assumes 

duties as Simmons-Boardman pro- 
motion director, has served with 

the company since 1932, and since 

1938 as eastern ad chief of Ameri- 
can Builder. He will now super- 
vise advertising sales for Marine 
Engineering & Shipping Review, 
Railway Age, Railway Engineering 

& Maintenance, Railway Mechan- 
ical Engineer and Railway Signal- 
ing & Communications. 

New Era Potato Chips to 
Use 19 Michigan Papers 

Nicolay-Dancey Inc., Detroit, 
will launch a campaign for New 
Era potato chips in 19 Michigan 
newspapers on Jan. 23, marking a 
return to newspapers in these 
markets after a lapse of several 
years. 

The company also announced 
that “Tom Schroeder, Detroit ad- 
vertising genius,” will continue 
handling its advertising in Mich- 
igan, Indiana, Ohio and Pennsyl- 
vania. 

Kates-Haas Appoints Goff 
Ira Alan Goff, formerly sales 

promotion director of Station 
WAMS and the Sunday Star, Wil- 
mington, Del., has been appointed 
account executive and director of 
radio and television of Kates-Haas 
Boy 51S 4 DOLD SL On 

panies will be called upon to carry | 

taken a leave of absence because © 

Publishing Co., has become pro- | 
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Have you a one‘ 

It takes all kinds of people to make a market 
and all kinds of magazines to reach them all. 
Yet, there are still some advertisers (a de- 

clining number) whose magazine list is too 
much like the stack found in their own homes. 
Actually, this country is no longer divided 
into two sides of the iron horse rails... 
everybody's on both sides and truck drivers 
are making 150 bucks a week. But some 
people are vastly different in their choice 
of magazine reading material. 

For instance, there is a great segment of 
American housewives who read only ro- 
mance magazines—millions of them— (about 
5% of the readers of the women’s “service” 
magazines ever peek at TRuE CONFESSIONS 
according to Dr. Starch). We doubt if 5% 
of the readers of this advertisement have a 
copy of TruE Conressions at home. 

Yet it is True Conressions and similar 
magazines that reach the Younger house- 

c 

onfessions 
A Fawcett Publication + 67 West 44th St., New York 18, 

A MARKET oF 
1500, 000 ‘womes: 

der 

wives who are having the most babies and 
are busy raising a family. Probably your 

best customers! Most of them never went 

to college and many never even finished 
high school. Emotionally and perhaps in- 

tellectually, they are on the other side of 

the tracks from you, but wise advertisers 

are making sure their sales messages are 
being seen over there in TRUE ConFEssions. 

Isn't it time to give a better look across the 
tracks at this younger housewife market— 
too big and important today for any adver- 

tiser to neglect? Those people over there 
are making a lot of dough these days—and 
spending it. It’s time to balance that list. 
Maybe your competitors have already dis- 
covered this under-developed market. Many 

; avel . - advertisers have! Here are some top-grade E E47, 
companies with well balanced magazines 
lists, reaching both sides of the track, 
by using several True Conressions 
type magazines regularly. 

track mind ? 
A Few Advertisers 

Reaching BOTH Sides 
of the Track 

Bristol-Myers Company 

California Packing Corp. (Del Monte) 
Carnation Company 

Colgate-Palmolive-Pest Co. 

Corn Products Refining Co. 

Gerber Products Company 

Hawaiian Pineapple Co., Ltd. (Dole) 

International Cellucotton Products Co. 

Lamont, Corliss & Company (Pond's) 

lever Brothers Company 

McKesson & Robbins, Inc. 

Metro-Goldwyn-Mayer 

National Biscuit Company 

Procter & Gamble Company 

Revion Products Corporation 
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‘Tired of A&P Crying,’ Allentown Food 

Distributor Says in Newspaper Insertion 
ALLENTOWN, Pa.—Just when 

most people were beginning to be- 
lieve that the Great Atlantic & Pa- 
cific Tea Co. had done the impos- 

sible by securing unanimous agree- 

ment with its advertising dis- 

cussing the current anti-trust case, 

a small fly appeared in the oint- 

of 
LIFETIME 

PORCELAIN ENAMEL 
Seestes een Fen PT — = 

FIRST COST IS THE LAST! 

Southwestern signs retain original bright- 
ness for years with occasional cleaning. 

‘ > Write CATALOG AND PRICES 

SOUTHWESTERN 
PORCELAIN STEEL CORP. 

— Bm ee 

ment here. 
Harold Stephens, president of 

Harold Stephens Co., local distrib- 

utor of Lehigh Valley brands, 
which obviously are not sold by 
A&P, rose to disagree with the 

chorus of printed praise for A&P 
with a three-column ad in the 

Allentown Call headed: 

“I’m tired of the A&P’s 
, 

ing’. 

‘Cry- 

a “Does the A&P question the in- 

tegrity of the judicial system of 

this country?” his ad asked. “I’m 

beginning to think they do. 

“You the public have been sub- 
jected to six months, more or less, 

of ads defending the A&P in the 
case brought by the Attorney Gen- 

eral of these United States. Have 
they ever thought of waiting to see 

what the courts will decide? 
“If they are innocent of any 

unfair practices in the operation 

of their business I think that the 

courts will find them innocent. 
I don’t like to think that any one 
company in this country is above 

the power of our judicial system. 

The A&P apparently believes they 
are because they aren’t waiting 

for their trial to come up. I think 
they’re trying to get a decision be- 
fore that time. 

s “You know, all the government 
is trying to do is to break the 
A&P up into groups comprising ap- 

proximately 800 stores. I’d like to 
own 800 stores, wouldn’t you? And 
there are other people in this coun- 
try that can run grocery stores 

besides the Hartford Brothers, the 
present owners of the A&P. The 
owners of the food markets selling 
Lehigh Valley brands prove that. 

“Don’t you think the A&P will 
get a fair trial when the case comes 
up in February? I think they will. 
You know if you believe all the 
men in jail today there wouldn’t 
be any jails. This isn’t a criminal 
case, but it seems the same ‘old 
turkey’ .” 

Agriculture Dept. 

Starts New Study 

of Citrus Usage 
(Continued from Page 1) 

useful yet developed under the Re- 
search and Marketing Act, passed 
in 1946 to stimulate research into 

new outlets for products of the 
tarm. 

gs One of its unusual aspects is that 

it is to be financed in part by the 
industries involved. Moreover, as 

a by-product, the department ex- 

pects to accumulate some fresh in- 
formation about polling techniques, 
which will be invaluable to gov- 

ernment and private researchers. 

In collecting its data, the depart- 
ment is utilizing the regularly con- 
stituted Consumer Panel of Indus- 
trial Surveys Co., Chicago, cov- 
ering several thousand households. 

The department is to get reports 
monthly, but the results are to be 
published in a quarterly analysis, 

beginning late next month. 

[he BUYING POWER of your 

1950 Advertising Dollar 

as very unportant TO YOU 

In Newspapers, your 1950 advertising dollar will 

buy within 3% of what it did in 1940. 

During this ten year period the cost of everything 

which goes into the making of a newspaper has 

increased substantially. 

but... 

The more of your advertising dollars you spend in newspapers, 

the better your sales will be and the lower your advertising cost. 

The milline cost to the advertiser of reaching 1,000 homes 

through newspaper advertising has increased only about 3%. 

Published in the Interest of all Newspapers 

Moloney, Regan & Schmitt 

Representing Newspapers since 1900 

NEW YORK: BOSTON + CHICAGO + PHILADELPHIA: DETROIT - LOS ANGELES - SAN FRANCISCO - SEATTLE 

Rang: ers! pas eet, PR oe Pare re sy Sidi iio: eee: 
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In its reports the department js 
emphasizing citrus fruits, dried 
fruits and fruit juices—both 

canned juices and frozen concen. 
trates. 

ws While reporting for the present 

will be done largely by the con. 

stituted panel operated by Indus. 

trial Surveys, the project will in. 
volve some pioneering in the con- 

sumer research field. 
As one facet of the research, a 

special panel of 350 families, in the 

New York City area, will be selec. 
ted on a random sample basis. If 
the New York test is successful, 
the department hopes to resort en- 

tirely to “random” families in set- 
ting up future reporting panels, 

The random sample technique has 

never been widely used in setting 

up panels, where reliable report- 

ing families are required. The ex- 

isting panel of Industrial Surveys 
is based on a quota sample. 

ws The newest Department of Ag- 
riculture project is the product of 

the industry advisory setup or- 

ganized by the department four 
years ago to recruit industry ad- 

vice in selecting areas of research 
under the Research and Marketing © 
Act. 

The committees assist in allo- | 
cating approximately $19,000,000 a 
year for research which the de- 

partment conducts in cooperation 

with federal, state and local lab- 
oratories and private industry. Last 

year about 70 projects were in- 

itiated, and about 130 reports were 
published. 

The research covers such varied 
subjects as the development of 

evaporated apples, useful for apple 

pie; a study of improved cotton 

fabrics; and another on the cost of 
marketing green-ripe South Caro- 

lina tomatoes in New York City. 

ws The consumer study of citrus 

fruit, dried fruit and fruit juices 

was suggested by the Citrus Fruit 

and Deciduous Fruit Advisory 
Committee. The Bureau of Agri- 
cultural Economics and the fruit 
and vegetable branch of the pro- 
duction and marketing administra- 
tion are jointly responsible for the 

department’s work under the pro- 

ject. 

This is not the first time Indus- 
trial Surveys has tied into Re- 

search and Marketing Act pro- 

jects. For the past year, it has re- 

ported periodically, under another 

contract, the availability in retail 

food stores of major fresh fruit 

and dried fruits and juices. Col- 

lection of this data, from a nation- 
wide sample of stores, is to be fi- 
nanced also in the future, in part, 
by the citrus and dried fruit in- 
dustries. 

Bartnett and Others Move 
to ‘NY World-Telegram & Sun’ 
Edmund Bartnett, city editor of 

the former New York Sun, is now 
with the New York World-Tele- 
gram & Sun. Former Sun space 
salesmen to join the new setup 
include H. Burt McElfresh, Robert 
Bowerman and Robert Yost. 

Harvey Call, president of the 
Sun Editorial Employes Union, re- 
ports that of the original staff of 
200 in the Sun business office, 36 
are still at the Sun doing final 
work; 20 classified men have joined 
the World-Telegram & Sun. In ad- 
dition, 25 editorial men and 17 
stock tabulators have gone with 
the World-Telegram & Sun. 

‘Kukla, Fran & Ollie’ 
Gets Third Sponsor 

Ford Dealers of America will 
sponsor the Wednesday session of 
“Kukla, Fran & Ollie,” starting 
Feb. 1, over a network of 56 NBC 
stations. J. Walter Thompson Co. 
is the agency. 

This leaves Radio Corp. of Amer- 
ica, which started out as the five- 
a-week sponsor of the puppet 
show, with only the Monday and 
Friday telecasts. Sealtest took over 
the program on the other two days 
of the week from RCA some 
months ago. 
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CHICAGO SHOW 
PRINTING 
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“tne new 1950. 

This banner for International Harvester is outstanding for beautiful lifelike full-color reproduction 

on cloth, in giant size—44” x 120”. CSP specializes in tough display reproduction problems, 

prints or lithographs on paper, cloth, carboard, fiber, weatherproof Stanzall and self-stik Mystik. 

What holds the bottle 

up? A brand new, ingen- 

ious CSP invention. The 

self-stik MYSTIK Plak 

mounts on any wall sur- 

face. A concealed hook 

holds the bottle. Result: 

an attention-getting 

dimensional display at 

low cost. 

Something unusual! in a 

set-up cardboard dis- 

play: this floor merchan- 

diser provides a com- 

plete work glove depart- 

ment for retailers. This 

hard-selling piece was 

created, designed, pro- 

duced and distributed 

by CSP. 

Does your product need a NEW idea for point-of-sale advertising? Ideas are our business! We create 
them, produce them, distribute them. Call in your local representative of Chicago Show Printing Com- 

pany or wire our home office. CSP will go to work for you today. Write for our point-of-sale idea book 
now. Chicag o Show Printing Co., 2640 N, Kildare, Chicago 
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For the 4th year-— 

WORLD 
in Advertising 

BY USING 41,573,095 LINES OF ADVERTISING IN THE. 

opportunities in the Chicago market attracted to the 
Chicago Tribune the largest volume of advertising linage 

placed in any publication in the world. 

To cash in on the sales opportunities here, merchants, manu- 
facturers, the general public and other advertisers in 1949 used 
41,573,095 lines of advertising in the Tribune. 

On three different occasions in 1949 the use of the Tribune 
by advertisers resulted in new all time highs for the size of the 

newspaper delivered to readers on a regular weekday. 

To print the issue of April 7 with more than 184,000 lines of 
advertising required the largest single press run in the news- 
paper’s 102-year history. 

Less than a month later, on May 5, the April 7 record was 

topped by a newspaper containing more than 196,000 lines of 

advertising, setting another new high in press runs. 

Again on December 15 another record issue with more than 
207,000 lines of advertising pushed to still another high mark 
the number of presses required to maintain service to readers 
and advertisers. 

oo IN 1949, for the fourth consecutive year, the sales 

View from the 
northeast of the 

S| new addition to 

Tribune Tower 

now under con- 

Struction to take 

care of increased 
production. 

AGAIN DEMONSTRATE THAT YOU WILL SELL MORE IN 1950 WHEN 

Continuous Expansion to Serve Readers 
and Advertisers 

Facilities adequate to produce these record-breaking issues were 
available as a result of the Chicago Tribune’s expansion pro- 

gram—a program which for the past 35 years has been virtually 

continuous. 

Installing one of the printing units of the new bat- 

tery of Tribune news presses which now total 126. 

Under this program press capacity in 1949 was increased 
some 20% over 1948. Composing room capacity in 1949 was 
stepped up some 45%. Other departments have kept pace, 

sharing in an expansion which as of December 1 added a total 
of 61,318 square feet of productive space, with another 38,040 

square feet to be occupied and equipped as fast as construction 

goes forward on the addition to Tribune Tower. 
With these increases in equipment and space came increases 

in personnel, raising the staff of the Tribune in Chicago to its 
present total of more than 3,500 men and women—the best 

newspaper organization in the world. 
During the Chicago Tribune’s 102 years, 52 other Chicago 

newspapers have come and gone. The Tribune continues to go 
forward as Chicago’s most widely read newspaper and most 
productive advertising medium because it lets nothing interfere 

with its determination to improve its service to readers and 

advertisers. 
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LEADERSHIP 
L inage 
CHICAGO TRIBUNE IN 1949, ADVERTISERS 

YOU BUILD YOUR PROMOTION AROUND THE CHICAGO TRIBUNE 

As fast as science and its own staff have been able to devise 

them, the Tribune adopts all practical developments in its 

determination to deliver each day a better product than de- 

livered the day before. 
The improvements thus achieved enable the Tribune to de- 

liver a product, printed in black and white and in full color, 

offering the editorial attractions which make this newspaper 

indispensable to Chicago’s largest audience of newspaper 

readers. 

Hundreds of Thousands More Circulation 

Because it prints the news, features and advertising that readers 

want, the Tribune delivers hundreds of thousands more total 

circulation than other Chicago newspapers, every day of the 

week, 
In Chicago and suburbs, the Tribune supplies greater service 

to readers and advertisers than any other publication. It is the 
only Chicago newspaper which delivers the equivalent of ma- 
jority coverage of all the families. Thruout the neighborhoods 

and suburbs of Chicago, the Tribune is bought, read and bought 

from as is no other newspaper. 
In addition, the Tribune’s circulation in the territory ad- 

jacent to Chicago and suburbs gives this newspaper a powerful 
regional influence which builds consumer favor and dealer sup- 

port thruout the 242-county greater Chicago market. 

What the advertiser gets out of a newspaper depends on what 
the editor puts into it. What the editor puts into the Chicago 

Tribune makes this newspaper the No. 1 advertising medium 

in the multi-billion dollar Chicago market, with world leader- 
ship in advertising linage for four consecutive years. 

Thruout Chicago and suburbs and the nearby 242 county 
market the Tribune is a powerful influence in building sales. 

Topay the Tribune can give advertisers the advertising and 

merchandising influence they need to capitalize fully their 

opportunities to sell their products and services in the great 
Chicago market. It can give this help because it has been suc- 

cessful in widening the market for its own product and service. 

No matter what you sell or to whom you sell, you can sell 
more in 1950 by seeing to it that your schedule in the Chicago 

Tribune is adequate to your opportunities in the richly reward- 

ing Chicago market. 

Chicago Tribune 
THE WORLD'S GREATEST NEWSPAPER 

Chicago Tribune representatives: A. W. Dreier, 810 Tribune Tower, Chicago 11; E. P. Struhsacker, 220 E. 42nd St., New York City 17; W. E. Bates, Penobscot Bidg., Detroit 26; 

& Chamberlin, 155 Montgomery St., San Francisco 4; also, 448 S. Hill St., Los Angeles 13. MEMBER: FIRST 3 MARKETS GROUP AND METROPOUTAN SUNDAY NEWSPAPERS, INC, 
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Advertising Age 
THE NATIONAL NEWSPAPER OF MARKETING 

Trade Mark Registered 

Issued every Monday by Advertising Publications, Inc., 100 E. Ohio St., Chic " 
DE 7-1336), |! E. 47th St., New York (MU 8-0073), National Press Bldg., Wash- 
ngton 4, D. C. (Re. 7659). European Headquarters, 1473 —_ Rd., one, ion 
N. 20 (Hillside 1137). G. D. CRAIN JR., president and publisher. S. R. BERNSTEIN, 
© L. BRUNS, vice-presidents. C. B. GROOMES, treasurer. 

Member Audit Bureau of Circulations, Associated Business Publications, National 
Association of Magazine Publishers, Advertising Federation of America. 

ADVERTISING 
hooting Director, Jack C. Gafford 
Manager Sales and Service, G. D. Lewis 
New York: O. O. Black, Halsey Darrow, 
James C. Greenwood, John P. Candia, 
Harry J. Hoole, William R. Kelly. 

Chicago: O. L. Bruns, Western Adver- 

Associates: New York: Maurine Brooks tising Mgr. J. F. Johnson, E. S$. Mans- 
Christopher, Ernest C. Gehle, Charles poy Arthur ‘. (ere. Reilly Lt 
Downes, Cameron Day. Chicago: Murray 1709 “a Elohth 3 mpson-Reilly Ltd., 

t., Walter S. Reilly, E. Crain, Emily C. Hall, Jeanne Scharn- Pacific Coast Manager. y 

EDITORIAL 
Editor, S. R. Bernstein 

Executive Editor, John Crichton 

yy Editors, Robert Murray Jr., 
John 8. Miller 

Washington Editor, Stanley E. Cohen 

berg, Bruce M. Bradway 
San Francisco (4): Simpson-Reilly Ltd., 

European Editor, F. A. Marteau Russ Bldg., Wm. Blair Smith, Mgr. 
Editorial Production, F. J. Fanning, Seattle (4): Simpson-Reilly Ltd., 618 
Marjorie Douglas 
Librarian, Elizabeth G. Carlson 
Correspondents in All Principal Cities 

Second Ave., Robert L. Applegate, Mgr. 

London: F. A. Marteau, 1473 High Rd., 
Whetstone, London N. 20. 

15 cents a copy, $3 a r in the United States, Canada and Pan 
Ameren. Foreign patene extra. Frank W. Miles, circulation director. 

Selling Stock to ‘Ordinary Joes’ 
The other day Robert P. Vanderpoel, financial editor of the Chi- 

cago Herald-American, took a substantial swing at the financial com- 

munity and its advertising agencies, because, while they realize that 

a great potential market for securities rests with rank-and-file Amer- 

icans, they are not doing much to capitalize on this fact, and to tap 

this source of funds. 

Too many brokerage firms, he said, are still “worrying more about 

what is happening in Washington than they are about how they can 

bring Tom, Dick and Harry to their offices and induce them to invest 

in the free enterprise system about which they talk so glibly but do 

so little to preserve.” ; 

A few days later the Psychological Corp. reported that personal in- 

terviews in 10,000 homes in 120 cities and towns early in November 

showed conclusively that stock ownership has a definite effect on the 

opinions of individuals with regard to the role of business, the place 

of government in the economy, etc. 

Psychological Corp. admitted frankly that it did not know whether 

owning stock made people more friendly toward and understanding of 

business, or whether those with a more friendly attitude and a greater 

understanding of business were the ones who were more likely to buy 

stock. But it did discover that, as between owners of stock and non- 

owners, very substantial differences in attitude existed. 

Mr. Vanderpoel, approaching the problem from the purely financial 

angle, and Psychological Corp., approaching it from the public rela- 

tions angle, both believe that it is important to have more “ordinary 

Joes” listed among the owners of equities in American business. 

The latter group points out that “as a result of certain mistakes 

made in the period preceding 1929, many companies have shied away 

from any efforts to encourage stock ownership among their employes 

and the rank and file generally. Possibly this situation should be re- 

considered in the light of present problems and the lessons learned 

from past experience.”’ 

There can be no question that the situation should be reconsidered. 

If greater numbers of the population can be induced to invest in 

American business—on a sound and realistic basis—both the invest- 

ment market and the economic climate could be improved. 

Agency Credits in Advertising 
Kiesewetter, Wetterau & Baker, New York agency, has protested 

the refusal of WNBT, New York television station, to give the agency 

a name credit on a TV show which the agency handled for Abraham 

& Straus, Brooklyn department store. 

In view of the fact that everyone and his brother, including the 

little boy whose voice was heard calling “Wolf” offstage during one 

10-second interval, is likely to be given a TV credit, it seems a little 

mean of WNBT to refuse one to an agency—especially one whose 

name would roll so euphoniously off an announcer’s tongue. 

Nevertheless, the idea of agency credits for advertising it writes for 

clients—whether that advertising is spoken, written, printed or sung— 

seems more than a bit incongruous. Should we go so far as to give 

“credits” officially to ghost writers, too? Like this: “You have just 

heard President Truman’s annual message to Congress. This message 

was written by Clark Clifford, with incidental effects by Judge Sam 

Rosenman. Mr. Rosenman performed through the courtesy of the New 

York Bar.” 

Advertising, like a speech, is supposed to be a highly personal thing, 

even though the personality expressed may be that of a corporation 

with 200,000 employes. To have it publicly announced that the adver- 

tiser’s message was prepared by another corporate personality, dis- 

tributed to the press by still another, laid out by someone else and 

presented through the courtesy of the press foreman in the Crowell- 

Collier Publishing Co. plant strikes us as carrying a bad thing too far. 
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—Lichty, Chicago Sun-Times 
“Can her suffering be relieved? ...is the price within reach?...tune in tomorrow 

for the next episode in this thrill-packed human interest commercial...” 

What They're Saying 

Conference Oratory 

The other day, a dental manu- 

facturer ventured the opinion that 

it might be better if some con- 

ferences were never held at all. 

“It’s too easy sometimes, in con- 

ference atmosphere, with every- 

one unconsciously trying to im- 

press the other fellow, for mighty 

wrong decisions to be reached.” 

He paused... 

“A sonorous-voiced, self-con- 

fident executive can sound mighty 

convincing. Yet if what he had to 

say were to be taken down ver- 

batim, in cold typewriting it might 

not be convincing at all. 

“Did you ever read a transcript 

of the wire recording of such a 

meeting? I have. Brother! When 

the basses and baritones are re- 

duced to plain everyday type- 

writing and robbed of the drama 

of impressive gestures and facial 

expressions, you can really ap- 

praise accurately the soundness of 

what’s been said...” 

It’s particularly dangerous not 

to be aware of this sort of thing 

in conducting conferences on sales 

topics [because] sales executives 

are almost invariably good talkers, 

ready talkers, impressive talkers. 

“A good sales executive can 

make almost anything sound good,” 

said the manufacturer... “Here- 

after, on such occasions I think I’ll 

say to myself, ‘It sounds good, but 
is it sound?’” 

—Dental Business, published by Oral 

Hygiene Inc. 

Use of News Releases 
This investigation [of the use 

of news releases by North Carolina 

weeklies] supports the finding of 

the earlier South Dakota study 
that the results of the blanket mail- 

ing of publicity materials to rural 
weeklies indicate it to be an inef- 

fective method of reaching an ap- 

preciable proportion of the readers 

of weekly newspapers. 

Approximately half of the total 
112 sources failed to secure a single 

insertion of their releases in the 
32 North Carolina weeklies. Only 

10 sources were able to secure 10 

or more insertions during the per- 

iod of the study. 

When the content of the releases 

was scrutinized it became evident 
that releases containing brand 

names or trade association refer- 
ences were used only to a very 

limited degree. 
—George L. Abernathy and C. Brooks 
Anderson, “The Use of Publicity 
Materials in North Carolina Weeklies,” 
Rural Sociology, December, 1949. 

Advertising and Prices 

Every now and then someone 

argues that advertising and other 
types of promotion are wasteful, 

and amount to an unnecessary 

charge against the consumer who 

buys the wares. 

This is about as shortsighted as 

any viewpoint could be. The fact 

is that advertising has been a 

potent force in holding prices 

down. It helps make possible mass 

production and mass distribution— 

and without them prices would 
really be out of sight. 

Furthermore, it keeps the com- 

petitive spirit at a high pitch. No 

merchant will last long charging 

out-of-line prices. His customers 
will read the ads of competitive 

stores and take their trade to them. 

Advertising is one of the great con- 

structive forces within the econ- 
omy. 

—Editorial in Redland District News, 
Homestead, Fla. 

Business Prospects 

Business prospects in retailing 

during the first half of 1950 can 

be summed up in three words— 

healthy, favorable and competi- 
tive—with many opportunities for 

retailers to boost sales figures. 
However, March will be the all- 

important pivot month since it is 

the gateway to spring’s big selling 

season. An entire half-year will 

hinge on March results. 
—John Giesen, retiring director, Re- 
tail Division, Bureau of Advertising, 

Advertising Age, January 23, 1950 

Rough Proofs | 

In their attack on liquor aq. 
vertising, the drys have bracketed 
whisky, wine and beer. 

Politics make strange bed-fe]. 

lows, some of them against their 
will. 

“Authoritative readership sur. 

veys,” says Joseph A. Engelhard, 

of Glenmore Distilleries, “prove 
that alcoholic beverage advertis- 

ing gets extremely low noting and 

reading in both newspapers and 
magazines.” 

Would a zero rating be the ideal 
condition? 

“President asks huge boost in 

postal rates,” headlines the world’s 
greatest advertising journal. 

But the rate for franked mail 
will remain the same. 

Forty-six per cent of the de- 

partment stores, reports the au- 

thoritative NRDGA, will promote 

branded goods more actively this 
year. 

That might come within the 
category of cooperative advertis- 

ing. 

e 

Detroit reports that more money 

will be spent in 1950 advertising 

used jobs than new cars. It won’t 

be as glamorous as the other— 

they’ll use just two colors, black 

and white. 

“What people say and what they 

do are two different things,” John 
E. Wiley points out. 

That’s why sales managers so 

often discount call reports. 

Kiesewetter, Wetterau & Baker 

are pained because WNBT refuses 

to give them a credit line on their 

TV shows. 
Maybe they thought they should 

ten, Barton, Durstine & Osborn. 

* 

“More than 40% of all families 

are new families since 1940,” JWT 

points out optimistically. 

Most of these new families 

thought two could live as cheaply 

as one, but marketing men know 

differently. 

“One-a-week is Duffy pattern 

for TV shows,” the headline says, 

but don’t get the idea the story 

emanated from the proprietor of 

the well-known tavern. 

* 

In spite of the growing popu- 
larity of the antihistamine cold 

preventives, T. V. Hartnett of 

Brown & Williamson says sales 

of mentholated cigarets will con- 

tinue to grow. 

. 

Louis I. Pokrass, of Tele-King 

Corp., advises the movies to cap- 

italize on television. 

Why not—turn about 

play. 

is fair 

Never underestimate the power 

of a woman, but please note that, 

according to the University of II- 

linois, men are now being per- 

mitted to buy 74% of their own 

clothes. 
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The Inquirer Provides Intense 

Coverage in the City as well 

as the Suburban Area... that’s 

why it’s vital that your schedule 

include THE INQUIRER if you 

want to reach this complete mar- 

ket of over 4,000,000 persons. 
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NOW IN ITS 17TH CONSECUTIVE YEAR OF TOTAL ADVERTISING LEADERSHIP IN PHILADELPHIA 

The Philadelphia Pnguirer 
Exclusive Advertising Representatives : 

TED W. LORD, Empire State Bldg., N.Y.C., Longacre 5-5232; ROBERT R. BECK, 20 N. Wacker Drive, a Andover 3-6270; GEORGE S. DIX, Penobscot Bldg., Detroit, Woodward 5-7260 

West Coast Representatives: FITZPATRICK & CHAMBERLIN 155 Montgaom 2 ; 445 Angeles Michigan 0) 
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Now Combined to Give 

the South Its Greatest 

Farm Magazine! 

CIRCULATION KEYED CLOSER TO STATE DISTRIBUTION OF 

SOUTHERN FARM INCOME THAN ANY OTHER PUBLICATION 

FARM and RANCH - SOUTHERN AGRICULTURIST keeps its circulation 

in better balance with Southern farm income distribution than any other 

Southwide farm magazine. It follows the new pattern of farm income in 

direct proportion to the market values... in direct proportion to the South’s 

ability to buy! 

Bae uantiarmeinet coregs Eyton: ger asi 

Look at the map, and you'll see .. state by state throughout the vast South- 

wide market, FARM and RANCH - SOUTHERN AGRICULTURIST per- 

centage of circulation is in direct ratio to each state’s share of farm income. 

No waste circulation where it is not needed .. concentrated circulation 

wherever the most dollars are spent. 

This undisputed leadership in circulation Southwide — Southeast —and 

Southwest, coupled with increased editorial strength and influence, gives 
advertisers the most complete and effective coverage ever available in the 
up-and-coming South. 

Yarm Journal 

CIRCULATION LEADERSHI? ¢ PLUS CIRCULATION QUALITY « PLUS EDITORIAL INFLUENCE « EQUALS 

THE BEST ADVERTISING BUY IN AMERICA TO COVER THE GREAT SOUTHWIDE MARKET! 
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| THE NEW FARM aad RANCH 

4 -SOUTHERN AGRICULTURIST 

—cives_ vou Pca VALUES IN 
BY FAR IN 

- |THE SOUTHE 
@ Stronger Editorial Coverage 

With a combined and augmented staff plus 
36 exclusive contributing editors and special 
writers 

See for yourself how FARM 

and RANCH - SOUTHERN 

AGRICULTURIST goes 

OF ; where the dollars are. Check ‘ e 

@ Better Printing and Color 

New type faces, larger type size, improved 
art and production 

Outstanding Savings in Production Costs 

Standard farm magazine size — one 
plate for both editions 

@ Outstanding Savings in 
Space Costs 

its percentage of circulation 

aa) | with the percentage of farm 

income, state by state — and 

you'll see why it’s the key 
yn . 

j farm magazine, keyed to Less cost per 1,000 readers 
er : 

Southern buying power. than any other Southwide oo ee 
in farm magazine 14 
? Ss 1.2 VIRGINIA 

16,403 5.5 
4.5 

pas 62,772 

l= 

NORTM CAROLINA 
“om OKLAHOMA TENNESSEE 9.3 

: 8.6 6.1 10.6 
Be 7.1 7.3 146,392 

: e 98,026 ae — 101,288 
n : 72 SOUTH CAROLINA 

96,990 41 
ALABAMA 3.9 

j ] MISSISSIPPI 5.3 GEORGIA 53,247 
67 7.3 a 

TEXAS 6.7 101,766 , 
93,000 

23.7 LOUISIANA 92,529 
e 25.5 én 

353,056 ‘an 

60,326 

CIRCULATION GUARANTEI 
Southwide | | "TOTAL NET PAID CIRCULATION 
1,275,000 —- SAINUARY, 1950 ISSUE — 

Eastern Edition Western Edition ae 
900,000 375,000 j — I os 456,638 

Rates and these guarantees were based on / os : 

FARM and RANCH PUBLISHING co. 

NASHVILLE, TENN. * DALLAS, TEXAS 

after estimated duplication was 

deducted. See panel below map. 

early projections of combined circulation bs 

LS f 
TE er. Offices in Nashville * Dallas Atlgute * Chicago * New York * Los Angeles * Sanfrancisco * Septtle 
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FCC Men Invent TV Color Device 
WasHINGTON—An adapter in- 

vented by two employes of the 
Federal Communications Com- 
mission promises to simplify TV 
receivers which are designed to 
pick up existing b&w and CBS 
color signals. 

The invention, owned by the 
commission, is an “automatic 

switch.” When used, it enables a 
set to reproduce color or b&w 
images without hand adjustment. 

The invention had been men- 

tioned at hearings here last Octo- 
ber. FCC now has authorized 

CBS to use it for six months, waiv- 
ing royalties that long. 

During the hearings on color, 
CBS has been proposing a two- 

standard TV system, with the 
existing 525-line “definition” for 
b&w, and a 405-line “definition” 
for color. 

Existing CBS sets are hand 
switched, from one standard to 
the other. With the FCC invention, 
the set automatically adjusts it- 

self to the “standard” being re- 

ceived. 

CBS is trying to prove that color 
can be adopted without sacrificing 

the “definition” of b&w pictures, 
or complicating the operation of 

TV sets. 

The automatic switch was de- 
veloped by Edwin W. Chapin, act- 

ing chief engineer, and Willimar 

K. Roberts. 

Peebles Elected President 
of Albert P. Hill Agency 

Harry B. Peebles, who has been 
head of the creative department of 

Albert P. Hill Co., 
Pittsburgh, for 
the past 25 years, 
has been elected 
president of the 
agency. He suc- 
ceeds the late Al- 
bert P. Hill, 
founder of the 42- 
year-old agency. 

Other officers 
named are: Al- 
bert P. Hill Jr., 
vice-president; 
George S. Hill, 

treasurer, and Watson C. Marshall, 
secretary. 

‘Grade Teacher’ Names Hand 
Herbert G. Hand Jr., formerly 

in charge of the Philadelphia office 
of Capper-Harman-Slocum Inc., 
has been named eastern advertis- 
ing manager of Grade Teacher, 
i his headquarters in New 
York. 

Harry Peebles 

Arvin Appoints Five 
Paul W. Tanner, appliance sales 

manager, has been named mer- 
chandising manager for the radio 
and television activities of the Ar- 
vin division of Noblitt-Sparks In- 
dustries Inc., Columbus, Ind. Glenn 
Mills, in the advertising depart- 
ment, has been appointed sales 
promotion manager of the Arvin 
radio and television division. Leo 
Burns, formerly a buyer of ap- 
pliances of Sears, Roebuck & Co., 
and Waldon Johansen, formerly 
with Chatfield Paper Corp., Cin- 
cinnati, have been named assistant 
sales managers of the Arvin elec- 
tric housewares division. John An- 
derson, formerly advertising man- 
ager of Manning-Bowman Co., 
Meriden, Conn., has joined Arvin’s 
advertising department. 

Tru-Fit to Gabriel Bumberg 
Atlas Auto Seat Cover Co., New 

York, maker of Tru-Fit covers, 
cushions and fabric auto acces- 
sories, has appointed Gabriel Bum- 
berg Advertising, New York, to 
handle its advertising. Trade pub- 
aaaene and direct mail will be 
used. 

Appoints Basford Agency 
The newly organized Cast Iron 

Soil Pipe Institute, Mamaroneck, 
N. Y., has appointed G. M. Basford 

rite} Co., New York, to direct its adver- 

EVE*CATCHERS, 10 E. 38 St., NYC 
tising. Page ads will be carried in 
national, regional and local plumb- 
ing publications exclusively. 

Loretta SocomaMempipiNEe App 

Gone 

iY The Elks market 
for HOME 

EQUIPMENT 
Over 970,000 men of substance 

¢ 

and character are Elks. 

These readers of The Elks Magazine 

want and are able to buy 

substantial comforts and conveniences. 

68.9% own their homes. 
With a median annual combined family 

income of $5,472.33, they are financially 

able to buy your home equipment. 

YOU'LL SELL IT, IF YOU TELL IT IN 

MAGAZINE, 

NEW YORK «+ CHICAGO + DETROIT + LOS ANGELES ~ 

Thomas Ferguson, publisher of the Evening Herald, Manchester, 
Conn., marked his 80th birthday not long ago. He’s in his 61st year 
with the newspaper. .. Walter J. Reagles, art consultant to the advertis- 
ing and publicity department of General Electric, Schenectady, is re- 
tiring Feb. 1 after 43 years of service. For 28 years he was director of 
the publicity department’s art division, which he was instrumental in 
building. . . 
A New Year’s arrival in Dayton was Susan Davenport Williams, 

second daughter and fourth child of John P. Williams, executive v.p. 
of WING, Dayton, and WIZE, Springfield, O. The baby’s maternal 
grandpa is Secretary of Commerce Charles Sawyer. . . A release from 
the “Schulze Corp.,” Lakewood, O., announces a newly appointed board 
member named Ronald Arthur. Says he started his business career 
Jan. 1 with “Fairview Park Hospital Infants’ Experimental Laboratories, 
Cleveland, where he served for a brief period as a textile test technician 
and food-formula analyst.” The head of the Schulze organization is 
Arthur P. Schulze, who holds down a part-time job with Hill & 
Knowlton, Cleveland. . . 

ACTORS PRO TEM—Staff members of Capper-Harman-Slocum, agricultural pub- 
lisher, Cleveland, who were featured in a skit at the company’s annual Christmas 
party, are (left to right) R. W. MacNamara, who obliged with an Irish jig; Gilman 

Calkins; Josephine Kelly; Ernest E. Porter, ad manager; and Paul A. Brunst. 

Homer Griffith, veteran radio station representative who recently 
joined the sales staff of KAFY, Bakersfield, Cal, was married during 
the holidays to Myrtle May Morgan in Las Vegas. . . On the opposite 
coast, Merrill Kirk Lindsay, president of Lindsay Advertising Agency, 
New Haven and New York, married Patricia Coffin Gaillard, an editor 
of Look. . . 
Another New York agency president, Thomas F. Cosgrove, of Platte- 

Forbes, is looking forward to a wedding in his family. His daughter 
Margaret Ann, a senior at the College of New Rochelle, is engaged 
to Herbert S. Dayton Jr. of New York... 

Just before Christmas, Alderan Virginia Nelson of the copy depart- 
ment of Ward Wheelock Co., Philadelphia, was married in New York 
to Robert H. Watt, merchandising director of Seabrook Farms, Bridge- 
ton, N. J. The couple will live in Philadelphia. . . And Julian Burg of 
the commercial department of WKNB, New Britain, Conn., has re- 

turned to New Britain with his bride, the former Sondra Krieger of 
New York, following a honeymoon trip. . . 

CROWNED—Mrs. Rita Eastman of VanSant, Dugdale & Co., president of the Women’s 
Advertising Club of Baltimore, crowns a new king at the club’s annual ‘Bosses’ 
Night” and Christmas dinner. John Trautfelt ger of WFBR, looks pleased 
about his new honor and so do former kings (left to right): Robert Richmond, WCAO; 

Richard W. Darrow, Glenn L. Martin Co.; and Bert Hanaver, WFBR. 

Some new directors since New Year’s are Robert Gibbon, secretary 
of Curtis Publishing Co., who has been elected to the board of Bantam 
Books Inc., New York, and P. L. Jackson and M. J. Frey, publisher 
and general manager of the Portland Journal and the Oregonian, re- 
spectively, both named to the 1950 board of the Portland Chamber of 
Commerce. . . Others are William B. Pape, assistant publisher of the 
Republican-American, Waterbury, Conn., elected a director of the 

Waterbury National Bank, and John M. Richardson, business manager 
of the Courier-Gazette, Rockland, Me., named a director of the Maine 
Port Authority. . 

Suiting his actions to his oft expressed belief that serving in worth 
while civic organizations is as much a part of good business activity 
as the actual job of selling, Edward W. Mehren, president of the Squirt 
Co., Beverly Hills, has accepted appointments to the national advisory 
committee of the Meals For Millions Foundation Inc., and the executive 
committee of the Los Angeles County Conference on Community 
Relations. . . 

Advertising Age, January 23, 1959 

Department Stores 

Try Out New Coin 

Vending Machines 
PHILADELPHIA—Gimbel Brothers 

here and the J. L. Hudson Co., De. 
troit department store, have in. 
troduced new automatic coin-op. 
erated merchandising devices. 

The Gimbel gadget, made by the 
L. A. Darling Co., Bronson, Mich, 
is installed in a display window, 
The “tell-it-to-the-order-recorder” 
is operated by dropping a quarter 
into the slot. When a light flashes, 
the customer dictates his name, ad. 

dress and the desired types of mer. 
chandise displayed in the window, 
When the merchandise is de- 

livered and paid for, the quarter 
is credited to the customer’s ac- 
count. 

w The device used by the Hud- 
son Co., and made by Vendomatic 
Machine Corp., New York, re- 
sembles an automat. Instead of pie 
and coffee, however, the gadget 
dispenses everything from hosiery 
to small appliances. 

Located both in the basement 
and on the fourth floor, the ma- 
chines serve any merchandise 
packaged in containers no more 

than 14x14x2”, when the customer 
inserts the required number of 
coins. 

Items sold include ash trays, 
dolls, salt and pepper shakers, 
cards, handkerchiefs, paper plates, 

and pen and pencil sets, all boxed. 

Comfort Spring Maps Drive 
for Rymland Innersprings 

Comfort Spring Corp., Baltimore, 
has announced plans for a 1950 
campaign promoting Rymland in- 
nersprings and featuring a new 
trademark symbol. Magazines to 
be used in the promotion include: 
American Home, Better Homes & 
Gardens, Collier’s, Good House- 
keeping, House Beautiful, Ladies’ 
Home Journal, Life, Look, The 

man’s Home Companion, 
Labels, string tags, point of sale 

signs and display material also will 
carry the new trademark. In ad- 
dition, a traveling display, suitable 
for window or selling floor, will 
be available. The display will have 
a special Ad-Matic projector por- 

nerspring construction in a series 
of 30 full-color slides. S. A. Ly- 
vyne Co., Baltimore, is the agency. 

Aaron and Rivard Buy 
Artcraft Co.; Change Name 

Artcraft Co., Detroit, has been 
bought by Samuel S. Aaron and 
Harry J. Rivard, and will be op- 
erated in the future under the 
name of Artcraft Lithograph Co. 
Rivard is president and Aaron sec- 
retary-treasurer of the new com- 
pany. 

Since 1946, Mr. Rivard has been 
assistant sales manager of Douglas 
Offset Co. Mr. Aaron in 1929 
founded the Michigan Typesetting 
Co., which he sold in 1948. Since 
then he has been general manager 
of the Detroit Typesetting Co. 

Public Opinion Poll Shows 
Bus Radio Favored in Omaha 

Station KBON-FM, Omaha, and 
the Omaha & Council Bluffs Street 
Railway Co., following a_ public 
opinion poll taken on bus radio 
during a trial test Dec. 5-18, an- 
nounced that 94% favored bus ra- 
dio. As a result KBON-FM will 
proceed with the installation of 
sets in Omaha’s 233 buses. 

Ed Morgan, account executive 
and sports director, has _ been 
named transit sales manager of 
KBON-FM. He will be the local 
sales representative for the new 
bus radio venture. 

Advances Lawson 
S. Chapin Lawson has been 

named Cleveland advertising man- 
ager of Architectural Forum. He 
joined the publication in 1940 as 
an advertising representative in 
the Cleveland office. Banks Wana- 
maker, former western advertising 
manager, is in Manila on an in- 
definite leave of absence. 
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- NEWSSTAND SALES 

Oo 

U.S.NEWS & WORLD REPORT MAGAZINE B MAGAZINE C 

Newsstand sales—telltale straws that show unmistakably the direction 

of the wind! 

Unforced newsstand sales and the highest percentage of voluntary “by 

mail direct to publisher” subscriptions (year after year for some fifteen 

years) tell a story of value to every advertiser—an unmistakable story of 

reader acceptance. 

It means a steadily growing demand on 

the part of intelligent people for authentic 

and useful news of national and inter- 

national importance as reported and 

analyzed in U.S. News & World Report. 

* * * 

The 375,000 people who buy this magazine every week are among the 

largest and most consistent buyers of products for corporate use and 

quality merchandise for home consumption. 
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‘Ad Week’ Starts Feb. 10 
Ernest Lovan, vice-president of 

Tracy-Locke Co., is chairman of 
a committee of the Dallas Adver- 
tising League, which has mapped 
a high-powered Advertising Week, 
starting Feb. 10, with theme, “How 
Advertising Serves.” Window dis- 
plays, outdoor posters, radio and 
television shows, advertising art 
exhibits and a citywide high school 
essay contest will sell Dallasites 
on advertising benefits. 

Names Sutherland-Abbott 
Sutherland-Abbott, Boston, has 

been retained to direct the adver- 
tising of Manton-Caulin Mfg. Co., 
Everett, Mass., maker of homo- 
genizers and high-pressure pumps 
for dairy, paper, textile and chem- 
ical fields. 

SALES LETTERS 
Letters with “instantaneous appeal,” 
that beckon to be read, that impel 
and sell. One series 23 years old. 

“That Follow Bott” 
Leo P. Bott, Jr., 64 E. Jackson, Chicago 

Grand Rapids Adclub 

Schedules Speakers 

for ‘Forum for ‘50’ 
GranD Rapips—The Advertising 

Club of Grand Rapids’ second an- 
nual advertising workshop, “Fo- 

rum for ’50,” will consist of seven 

sessions on present day problems 
and the outlook for both consumer 

and industrial marketing in 1950. 

Designed to give midwestern 

and eastern business executives a 

yardstick for measuring their 1950 

advertising plans, the seven forum 
sessions on Jan. 27 each will be 

headed by industry leaders. 

George S. McMillan, vice-pres- 

ident, Bristol-Myers Co., will open 

the conference as moderator of the 

session on “the challenge of 1950.” 

@ Harold J. McCormick, sales 
promotion manager, Hotpoint Inc., 

will head the meeting on point of 
sale promotion, and William A. 
Marsteller, vice-president, Rock- 

cussion on industrial advertising 
problems. 

Other featured speakers include 
Fairfax M. Cone, board chairman 
of Foote, Cone & Belding; Henry 
Hoke, publisher, Reporter of Di- 

rect Mail Advertising; Dr. Kenneth 

Dameron, professor of business 

organization, Ohio State Univer- 
sity, and Col. Rhys Davies, British 
news commentator. 

Reservations and information 
are available through A. William 

Honecker, club treasurer, 145 

Franklin St., S.W., Grand Rapids 
2. 

Gray & Rogers Appointed 
Ebeling & Reuss Co., Philadel- 

phia, importer and distributor of 
china, glassware and giftware, has 
appointed Gray & Rogers, Phila- 
delphia, to handle its advertising. 
Consumer and trade publications 
and direct mail will be used. 

Appoints Ramsey Agency 
L. W. Ramsey Co., Chicago, has 

been appointed to direct the adver- 
tising of Thomson Phosphate Co., 

well Mfg. Co., will lead the dis- Chicago. 

Advertising Age, January 23, 1959 

Federal Reserve Figures on Department Store Sales 

WaAsHINGcTON—After a fast rise to 
an all-time peak in holiday sales, 
department store volume during 
the week ended Jan. 7 declined 

25%, compared with the corre- 

sponding week last year. 

However, the large decline in 
part reflects the fact that there 

were five shopping days during 

the first week this year vs. six 

during the same week of 1949. 

Most of the Federal Reserve dis- 
tricts report department store ex- 

ecutives are relatively optimistic 

over the future of 1950 retail sales. 

The monthly report of the ninth 

district (Minneapolis) indicates, 

however, that in farm areas any 

decisions on a price support pro- 

gram will be reflected in depart- 

ment store sales. 
While farm buying still is high, 

the Minneapolis report suggests 
that persons who use retail sales 

THEY GOT THE FACTS 
FROM FORBES . 

EMPTY, BUT LOADED! No candy in this 
picture. Just beautifully lithographed re- 
productions of twelve tasty Necco confec- 
tions. Each shelf organized to display 
candy in serve-yourself fashion. Created 
and produced by Forbes, this sturdy Necco 
Merchandiser has won a front-and-center 
spot in thousands of stores. Necco’s adver- 
tising agency is C. J. LaRoche & Co. 

FOUNTAIN TRAFFIC is now getting the 
green light from this two-piece Hot Nestle’s 
display. Girl cutout in two planes. Cup 
cutout has spun glass attached to simulate 
smoke. A Forbes creation. Nestle’s adver- 
tising agency is Cecil & Presbrey Inc. 

aed HOW MANY will use 
our 1950 calendar? 
ercules Powder Co. =” 

has a good idea. Forbes 
made a mail-in survey 
of the 100,000 recipi- 
ents of Hercules’ 1949 
calendar. 23,467 re- 
turned cards. 20,665 
(88%) said they’d use 
it. 20,389 said they 
wanted this year’s. sampaay 
This survey uncove boas Leu. 
new facts about calen- yhoay os 
dar do’s and don’t’s. sees eee 

Tethig’ Forbes has the facts. 
Want to see them? | i ik 
FORBES FACTS offer you a yardstick for 
gauging what form your printed merchan- 
dising should take and what you can 
achieve with it. These facts came from ex- 
perience, continuing studies and unique 
facilities in lithography, letterpress, web 
gravure and die stamping under one-roof 
management control. Let the Man from 
Forbes tell you more, 

4 DION’T KNOW THAT 
PROMOTION WAS LOADED/ 
(...with Sales, that 18...) 

Don’t make that mistake. Be sure to 

warn your dealers to load up when you 

supply promotional material that’s 

impact-packed by the Facts from Forbes. 

Results are immediate, our clients say. 

FORBES LITHOGRAPH CO. \\ 
NEW YORK + CLEVELAND + BOSTON ©+ CHICAGO + ROCHESTER 

Daelwers Merchandising Impact 

DEPARTMENT STORE 

1935. 39 EQUALS 100 

Week to Jan. 7, ’50*..p205 § 
Week to Jan. 8, ’49*....274 F 

Week to Dec, 31, ’49*....199 

Week to Jan. 1, ’49*....204 
Week to Dec. 24, ’49*....541 
Week to Dec. 25, °48*....473 

pPreliminary. 
*Not adjusted seasonally. 

figures as one of the business in- 

dexes might keep an eye on sales 
figures in markets in the farm 
belt. 

The Department of Commerce 
has estimated that sales of service 
and limited-function wholesalers 

in November, 1949, were $5,862,- 
000,000, compared with $6,449,000,- 
000 in November, 1948. 

% Change from 
Previous Year 
Jan. wk. 

Jan, Federal Reserve 
District and City 
UNITED STATES .. 
Boston District ................ 8 
New Haven ....... . —6 
IIE ‘chdettreminansentaccesesieces 
Springfield ...... i 
Providence 

bike” 
Be 

GENIE cnsnnspinentencnicnasvonss 
Philadelphia District .... 
Philadelphia .................. 

Cleveland District 
Akron ..... 
Cincinnati 
Cleveland ... 
Columbus .... 
Toledo ......... 
Pittsburgh ........ 

Lbbbwcwbbbibcnowhs =? 

Washington....... 
Atlanta District 

CREO cceceecececere 

bold tb bbbwed 

Lubbkbbbkbbeee teehee eebe bbe eeetee 

. ° 2 l 
* < — anes 6 
Louisville ...... —5 LL 

Minneapolis ..... 
| ere 
Duluth-Superior .......... 

Kansas City District ...... 

San Francisco District .. 
Los Angeles Area ....... 
Oaklan 

bee Salt Lake City 
Seattle 

*Data not available. 

Pennsylvania Salt Adds Unit 
Pennsylvania Salt Mfg. Co., Phil- 

adelphia, has formed its own pub- 
lic relations division. Cleveland 
Lane, formerly account executive 
on the Pennsalt public relations 
account while with Geare-Marston 
Inc., Philadelphia agency, and 
more recently associated with the 
Home Life Insurance Co, in New 
York, has been appointed manager 
of the new division. 

Bauer Adds Four Accounts 
Adrian Bauer Advertising 

Agency, Philadelphia, has been ap- 
pointed to handle advertising of 
Green Acres Development, Swarth- 
more, Pa.; Monte Carlo Sales Co., 
New York; Highway Express Lines 
one David Michael Co., Philadel- 
phia. 

PrLIG 
PRINTED ADHESIVE CELLOPHANE 
TAPE — HUBER BLDG. — YORK, PA. 
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Companion 
~ advertisers up 

dollar volume 

in hook ; 
hy 22.28 h 

seekeh 

IN COMPANION’S 
Joseph P. Braun, 

agency V. P., learns 

| Of sharp dollar- 

volume climb 

RESULT 

Ray Alexander, COMPANION Eastern Advertising 

Manager, has dramatic rock-bottom proof of how 

editorial vitality is paying off in the women’s service 

field. And his story has captured the attention 

(above) of one of the top men in the agency business. 

Here it is: the dollar volume of advertising placed 

by the 10 biggest advertisers in the COMPANION in- 

creased in 1949 by 22.28% over 1948! 

ve ae oe 

—©0MPANION 

N U M BER 2 8 

KENYON & ECKHARDT MEDIA DIRECTOR INTERESTED 

ADVERTISING PERFORMANCE . . . 
Only a magazine which is successfully meeting all 

the interests of American women could win such a 

dramatic dollars-and-cents gain in today’s market. 

Throughout the country top-flight media buyers 

and advertising directors have been learning that in 

the women’s service field — the COMPANION is the 

magazine to watch! 
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There are 12 reasons why the platoon system 

is brought into play daily in the Edwin R. 

Hackett home in Chicago. They are the 12 

Hackett children ranging in age from 3 to 

21 years. 

When the picture story of how one Chicago family is success- 

fully rearing 12 children under one roof appeared in the Herald- 

American, Chicago housewives gasped with amazement at 

their efficient household operation. Executives of some of 

Chicago’s largest commercial firms were equally envious of the 

dispatch in which each of the 14 members of the Edwin R. 
Hackett family—all Herald-American readers—carried out 

their daily household assignments. Some of the pictures which 

portrayed the story in the Herald-American are reprinted 

on this page. 

The Quartermaster Chief might quake at 
the job of outfitting a gang like the one 
shown above. But Mother Hackett (in rear) 
takes it all in stride. Mrs. Hackett says her 
monthly shoe bill averages $72.00. 

The day’s work is just about over for the 
milkman after he makes his stép at the 
Hackett’s. At the left, Mrs. Hackett 
receives the family’s daily ration of 14 quarts 
of milk, plus variable poundage of butter. + i AS 

Dad’s in on some of the duties, too. Besides 
his duties as an attorney, Edwin Hackett 
helps with the gigantic project of preparing 
breakfast. When they serve pancakes, the 
recipe includes four pounds of flour and two 
quartsofmilk.Syrupis bought in5-gallonjugs. 
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BETTER TO 
Chicago Herald-American readers live in 

households 17% larger than the average for 

Metropolitan Chicago. 

The story of the Hackett family is reprinted from 

the pages of the Herald-American. While the 

Hackett family is larger than average, it does 

underline the importance of family size in 

mass selling. 

A PLUS market For 
HERALD-AMERICAN ADVERTISERS 

Households in which Herald-American readers 

live average 4.1 persons per household. 

Young, active Herald-American readers (predom- 

inantly women, 74% of whom are between 15 and 

50 years of age) buy for larger-than-average 

families, and give advertisers an important PLUS 

market that yields increased sales and profits. 

These figures are from a prize-winning survey 

made by Alfred Politz Research, Inc., which gives 

you a close-up of the big part of Chicago that 

can be yours in the Herald-American. A Hearst , 

Advertising Service representative will be glad 

to show you how this greater family coverage can 

mean more profits for you. 
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Gray Joins Buckley 
Bryce Gray Jr., formerly as- 

sistant advertising manager of the 
Pennsylvania Salt Mfg. Co., has 
joined Earle A. Buckley Organiza- 
tion, Philadelphia. 

Rejoins Brisacher, Wheeler 
Lester A. Friedman has rejoined 

Brisacher, Wheeler & Staff, San 
Francisco, after a year in the re- 
tail clothing business. 

OF DIAMONDS 
RIGHT IN YOUR OWN BACKYARD 
There's untold wealth at your elbow! 
15 million Negroes spend 10 billion 
dollars a year on every type product! 
Reach this big buying y ic through 
the Negro press. For information write 
interstate United Newspapers, Inc., 545 
Fifth Avenue, N. Y., serving America's 
leading advertisers over a decade. 
NOTE: We now have facts compiled by the 

Research Co, of America on brand 
Gesierenees of Negroes from coast to coast. 

tite now for this free information. 

North Carolina Plans Drive 
The state advertising division for 

North Carolina has announced that 
40 newspapers and six magazines 
will be used in a spring and sum- 
mer campaign to increase tourist 
travel and encourage new indus- 
tries to locate in the state. The 
magazines to be used include: 
Business Week, Field & Stream, 
Holiday, National Geographic, Out- 
door Life and The Saturday Eve- 
ning Post. 

Lentheric Names Helen Blake 
Helen Blake, formerly sales 

manager of Mary Chess, has been 
named to the sales staff of Len- 
theric, New York, as assistant to 
William T. Carlson, general sales 
manager. She succeeds Edward 
Montgomery. 

Charles Palm Forms Agency 
Charles Palm, formerly vice- 

president of R. H. Young Asso- 
ciates, West Hartford, Conn., has 
formed Charles Palm & Co., in- 
dustrial advertising and sales pro- 
motion agency, at 1997 Park St., 
Hartford. 

ae See eee, Settee ae 

e FOR many years most man- 
agements have regarded their em- 
ploye journals, for some wild rea- 
son, as strictly intramural projects. 

They have accordingly refrained 

from distributing them in the com- 

munity, in the belief that nobody 

outside the walls cares what goes 

on inside. 

There exists the added fear in 
certain management minds that 

some employe publication text is 

curiously sacrosanct, and mustn’t 

be seen by hostile eyes across the 
alley in the union hall. Just how 
this censorship is arranged is any- 
body’s guess. 

But the newer, healthier view is 
that management has a story to 

tell, and right around home is a 

good place to start. Accordingly, 

Employe Communications 
How to Win Friends Among Your Workers 

By RoBert NEWCOMB and Marc SAMMONS 

employe publication mailing lists 
are being expanded to include lo- 
cal opinion molders, and this ges- 

ture, management finds, makes 

friends and influences people. 

= Several companies, in fact, have 
been reaching out to the public 
with their journals for some years. 
The best effects are realized when 
the list is compiled with care; com- 
panies with external lists appear 
to agree that little is gained if the 
publication reaches the mailbox of 
everybody in town, as opposed to 

a selected group. Further, com- 
panies want the recipient to feel 

that he has been chosen for a 
sort of special honor. 

Weirton Steel Co., Weirton, W. 
Va. (John A. Jones, editorial direc- 

What makes a newspaper great? 

And arising at daybreak, 

the youngest daughter f 

of the house in a robe of 

purest white will go 

from room to room 

awakening the others 

and giving them their 

first food of the morning. 

And her way will be 

lighted by a crown of 

candles in her hair. 

Tue LEGEND oF LucIA 

One frosty morning 
the candle crowns of Lucia blazed 
bright in households around the 
world ... from the winter-locked 
land of Sweden where the legend 
started . . . to America’s Upper Mid- 
west where many families cherish 
beautiful old customs. And in the 
snowy city of Stockholm, Sweden, 
5,000 miles from her Upper Midwest 

grew the Swedish 

last month Day. 

home, the crown of Corine Nehrman 
blazed as brightly as any, while this 
Minnesota girl joined her Swedish 
hosts in celebrating the great Lucia 
Day festival which traditionally 
opens the Swedish Christmas season. 

According to legend, Lucia was a 
Christian girl of ancient Syracuse 
who gave her wedding gifts to the 
poor and later became a saint. One 
winter night in a year of bitter famine 
she appeared in Sweden and went 
about the land feeding the hungry, 
wearing a robe of white and a crown 
of burning candles. From the legend 

Aware of the Lucia story and its 
place in the hearts of so many 
Americans of Swedish ancestry, the 
Minneapolis Sunday Tribune in- 
vited its readers to select their own 
Upper Midwest Lucia. Thousands 
of Sunday Tribune readers sent in 
their ballots. Their choice was blond, 
attractive Corine Nehrman, 17-year- 

Corine flew 

loyalty and 

custom of Lucia 

old Minneapolis high school senior. 
to Stockholm’s Lucia 

festival, where she represented the 
Upper Midwest and met her grand- 
parents for the first time. 

Good newspapers, like good 
neighbors, are ever concerned with 
the interests and aspirations of all 
groups in the community. Through 
warm understanding and friendly 
participation in such events as the 
Lucia festival, the Minneapolis Star . 

and Tribune have earned the abiding 
regard of the largest 

audience of newspaper readers in 
the great 4-state region called the 
Upper Midwest. 

Minneapolis 

Star axa Tribune 
MORNING & SUNDAY 

“590,000 SUNDAY- 470,000 DAILY 
JOHN COWLES, President 

Advertising Age, January 23, 1959 

tor) has been distributing its pubs 
lication, “Employes’ Bulletin” 
throughout the community fo 

some time. It’s a steel community, 

of course, and what happens af 

Weirton is important to anyone 

who lives there. Corn Products 
Refining Co., 201 N. Wells St, 
Chicago 6 (Curtis Allan, editor) 
distributes its “Yours Truly” tg 

key people in the community, 

particularly in the Argo-Summit 
area of Chicago where a main op- 

eration is situated. Both journalg 
are lively and readable; both pro. 

vide an excellent opportunity forg 

an outsider to read, in effect, over 

the employe’s shoulder. In so do. 

ing he gains a better understand- 
ing of the organization. 

a Types of people who should 
receive the employe publication 
depend to some extent upon the 

size and nature of the community, 
Generally they fall within these 
brackets: 

(1) The mayor and city offici- 

als; (2) the clergy; (3) libraries; 
(4) school superintendents, prin- 

cipals and certain teachers; (5) 
service clubs; (6) women’s groups; 
(7) hospitals and institutions, such 

as banks; (8) of course, the news- 

papers and radio; (9) individuals 
in the community itself who, be- 
cause of position or special civic 

interest, are interested in develop- 

ments the company publication re- 
ports. 

Some companies broaden the list 
and include even barber shops and 
beauty shops, and one company 

once reported an appreciative cir- 

culation among the city’s taverns. 

Whether this thought-leader 
group should get every copy of 

every issue is open to question. 

Some thought leaders will indicate 
through a polling of the list that § 

they want it regularly. Most com- 

panies utilizing external circula- 

tion for internal publications think 

it’s better to send only issues of 
special interest. They draw atten- 

tion to specific subjects by a cov- j 

ering letter. : 

Union Asbestos & Rubber 
Appoints Austin A. M. 

Paul W. Austin has been ap- 
pointed advertising manager of 
Union Asbestos & Rubber Co., 
Cicero, Ifl. Prior to joining the 
company in March, 1949, he was 
advertising manager of Owens- 
Corning Fiberglas Corp., Toledo. 

The company has consolidated 
the advertising and sales promo- 
tional programs of the divisions 
engaged in the sale of asbestos 
fibers, packings, textiles, thermal 
and acoustical insulations, railroad 
insulations and equipment and 
steel fabricating. 

BotA Appoints Raymond Scott 
Raymond Scott, formerly as- 

sistant to the president of the bus- 
iness consultant firm of Ivor B. 
Clark Inc., has been named eastern 
chain store service manager of the 
Bureau of Advertising, American 
Newspaper Publishers Association, 
New York. He succeeds the late, 
Howard C. Haupt. 

Sponsors Faye Emerson Show 
Arnold Bakers Inc., Port 

Chester, N. Y., will sponsor “The 
Faye Emerson Show,” starting on 
Jan. 23 on WCBS-TV, Mondays, 
11-11:45 p.m., EST. The format 
of the show consists of chatter 
by Miss Emerson and interviews 
with interesting personalities and 
celebrities. Benton & Bowles is 
the agency. 

To Smith, Smalley & Tester 
Smith, Smalley & Tester, New 

York, has been retained to direct 
the advertising of K. W. Ginger 
Products Mfg. Co., producer of 
ginger products in China. Adver- 
tising will feature a new product 
—crushed preserved ginger. 

Copan Is Harvey Ad Chiet 
James A. Copan, not James 

Cooper as AA said last week, is 
the new advertising director of 
Harvey Inc., Chicago. 
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Shack Joins Nonas Agency 

Dick Shack, formerly of Max- 
well Sackheim Advertising, has 
been named director of the radio- 
TV department of Elliott Nonas 
Agency, New York. 

Patterson Appointed A. M. 
C. R. Patterson has been ap- 

pointed advertising manager of 
Nestle’s Milk Products (Canada) 
Ltd., Toronto. 

WHAT'S GOING ON? 

@ Manulacturers and their advertising 
agencies are using this inexpensive 
hen « wd service for collecting editorial 

licity, for making research and 

New Beoklet No. 10 “How Business 
Clippings” tells the whole as 

BACON'S CLIPPING BUREAU 
BUSINESS ss FARM 2. GENERAL 

PM papers JPR MAGAZINES PAPERS 

343 So Deorborn St, Chicago 4 

Sink to Ayer & Gillette 
E. Carl Sink, assistant director 

of the state advertising division 
and news bureau of the North Car- 
olina Department of Conservation 
and Development, has resigned to 
become director of the communi- 
ties service division of Ayer & Gil- 
lette, Charlotte, N. C., agency. 
John G. Hemmer, head of the pho- 
tographic division of the news bu- 
reau, has succeeded Mr. Sink. Mr. 
Hemmer also will continue as head 
of the photographic division. 

Opens Eastern Division 
United Productions of America 

Inc., Hollywood, has opened an 
eastern division with Edward L, 
Gershmann as vice-president in 
charge of the New York office, at 
521 Fifth Ave. The company pro- 
duces professional entertainment 
pictures as well as television and 
industrial films. 

Lesser to Harrison Agency 
Gilbert R. Lesser, previously 

with Arnold Cohan Corp. as vice- 
president, has joined Lester Har- 
rison Inc., New York, as an account 
executive. 

Basing Point Issue Leads 
to New Senate Talk-fest 
WASHINGTON—The Senate has its 

hands full. With margarine out of 
the way, it heads into another 

talk-fest, this time on the basing 
point price system. 

For nearly two years Congress 
has been trying to write legisla- 
tion which will assure the legality 

of an individual company’s na- 

tionwide delivered price. 
A “compromise bill” passed the 

House last fall, only to be pushed 
aside in the Senate after Sen. Rus- 
sell Long (D., La.) charged that it 

opens the way for restoration of 
the basing point price system, for- 

merly used by steel and cement 

companies to quote identical de- 
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DOING Gea THINGS “INA GREG MARKET 

By STANLEY E. COHEN, Washington Editor. 

livered prices to any particular 

shipping point. 

Retailing groups, in the drug 

trade particularly, have convinced 
a number of important senators— 

among them O’Mahoney (D., Wyo.) 

and Douglas (D., Ill.) that the bill 

before the Senate may even nullify 
most of the price discrimination 
language of the Robinson-Patman 
Act. 

If the bill finally passes in its 
present form, a White House veto 
is inevitable. 

ee e@« @ 

The Senate’s banking and cur- 
rency committee waited less than 
a week before opening hearings on 

newly introduced legislation pro- 

viding easy financing for 250,000 

housing units for middle-income 
families. National Association of 
Home Builders claims there is no 
need for government to help mid- 
dle-income families. 

To support its case, it reports 
that 68% of home purchasers dur- 
ing the first half of 1949 had in- 
comes under $4,800; that 76% of 
all veterans had incomes under 
$4,800; that 76% of all veterans 
getting GI loans had incomes un- | 
der $4,000. Home builders hear 
that the banking and currency 

committee will tack “co-op hous- 
ing” on a “must” bill extending 
FHA’s lending authority. 

Note: Other government statis- 
tics confirm the downward trend 
in new housing prices. The Bu- 
reau of Labor Statistics reported 
Tuesday that a record 1,019,000 

homes were started in 1949, that 
average construction cost was $7,- 

625, down $400 from 1948. 

e e e@ 
The Senate’s finance committee 

went to work on House-approved 
legislation broadening and liberal- 
izing social security. Here’s one 
that should pass with minimum 
d‘scussion—leaders of both parties 
agree it is to be preferred over 
the industry-wide retirement plans 

being exacted by the big labor 

unions. 

As hearings opened, the Census 
Bureau released some new facts 

about buying power of the “over- 

65 groups,” a population bracket 
sure to increase in size during the 
next decade. Census reports, from 
a general family income study soon 

to be published, show 3,500,000 of 

the 11,000,000 “over 65” have no in- 

come; another 4,500,000 have in- 

comes under $1,000. About 4,100,- 

000 live with relatives, but 2,200,- 

000 are living alone and 4,700,000 

are heads of families. 
e ee 

That omnibus appropriation bill, 
suggested by congressional lead- 

ers as a way of holding down fed- 
eral spending, can be dangerous— 

unless the President gets the right 

to veto individual “items,” ad- 

ministration leaders say. 

The single appropriation bill 
will make it easier for Congress 

to keep spending in balance, they 

admit, but they fear too many 

backs will be scratched unless the 

President has the right to kill 

“special interest” spending which! 
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will inevitably creep in if the 
omnibus bill is on a “take it or 
leave it” basis. Item veto has never 
been authorized before; there is 
serious doubt about its legality. 

ee e 

House appropriations subcom- 
mittees are combing through the 

President’s $42.4 billion budget, 
looking for places to cut. It’s a 

hard job; the budget is tight. For 
example, there isn’t a single dollar 

of new spending for dams and sim- 
ilar public works. 
Subcommittees know that real 

economy must be in terms of dams 
not built, assistance programs not 

established and purchases not 

made. It’s a painful process, for 
government is a big customer— 
when it retrenches, effects are 

bound to be felt. 
During fiscal 1950, the Depart- 

ment of Defense alone spent $5,- 

460,000,000 for the products and 
services of industry and the farm, 

more than a fourth of it with bus- 
inesses employing 500 persons or 
less. 

ee e @ 
Sen. Edwin C. Johnson (D., 

Colo.), Senate interstate commerce 
committee chairman, is entitled to 
a big hand for his handling of the 
three-day hearing on the Langer 
bili, aimed at barring interstate 
movement of radio, newspaper and 

magazine ads for beer, wine and 
liquor. 

With more than 100 witnesses, 

the hearing would have lasted for- 

ever, but Johnson kept things mov- 

ing. Chances are it will be a long 
time before there is anything fur- 
ther on this bill. The record has to 
be completed and corrected, and 
there are a lot of senators who are 
in no hurry to answer a roll call 
on this kind of legislation. 

eee 
Justice Department is support- 

ing legislation introduced in the 

House last week boosting Sherman 
Act fines from $5,000 to $50,000 per 
offense, but the department is not 
interested in bigger jail sentences 
for anti-trust offenders. “Why ask 
for bigger ones when we have 

never been able to get a jury to 

impose the existing ones?” depart- 
ment officials ask. 

eee 
A special Federal Trade Com- 

mission report says that rates of 

return in all but two of 25 manu- 
facturing industries for 1948 topped 
1940, for all but 10 in 1948 over 

1947. Cigars and cigarets were 

the only industries with 1948 earn- 
ings below 1940. 

eee 
President Truman has a CBS 

color receiver. But the White 
House isn’t saying whether he 
shares the enthusiasm of more than 

5,000 laymen who have registered 
approval during public tests under 
way here this month. 

Hamley Names Simon & Smith 
Hamley & Co., Pendleton, Ore., 

manufacturer of saddles, leather 
kits and belts, has appointed Simon 
& Smith, Portland, to handle its 
advertising. Frank Gustafson, for- 
merly account executive of Alport 
& Associates, has joined Simon & 
Smith in the same capacity. 

Nuodex Appoints Lewin 
Nuodex Products Inc., Elizabeth, 

N. J., has named A. W. Lewin Co., 
Newark, to handle the advertising 
for Ad-It, an ingredient added to 
paint to prevent the formation of 
mildew. 
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To find out what happens when you work with 

the magazine of greatest home influence — 

LOOK HOW 6 BIG STORES 
CASHED IN ON 

“BETTER HOMES WEEK"! 
Here are just a few examples of the exciting promotions that Better Homes & Gardens sponsors 

in leading retail stores. 

Manufacturers’ demonstrations, cooking schools, decorating forums, celebrity guest appearances, 

display material, special merchandising aids—all work together to draw record-breaking traffic 
to “Better Homes Week.” 

But most important of all is the influence of Better Homes & Gardens itself. No other magazine of 

equal size is so well thought of in over 3,000,000* above-average homes, where it's read with equal 

interest by husbands and wives. 

You'll see a lot of them in the photographs that follow. 

*3,500,000 early this year! 
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STATE STREET WINDOW turned over to table-setting contest. 23 JANET BLAIR, soon to star in the national company of "South Pacific,” CAPACITY CROWDS pour into table- 
windows used in all. holds 90-pound sterling spoon. Giant apple pie is real—and delicious, Huttenlocher, BH&G associate editor. 

SALES-INTERESTED HOMEMAKER sees how baked from BH&G recipe. SALES UP 20% over total store, in de- “MISS WISCONSIN CHEESE” bright 
Mohawk weoves the rugs that are adver- BH&G 4-COLOR FOOD EDITORIAL feo- partments like Housewares that tied in Fair's Food Store promotion of BH 
tised in BH&G. tured at entrance ta The Fair Tea Room. with promotion. brands. 
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Sept. 26 

— Oct. 1 

YOUNKERS WINDOWS feo- 
bed “Better Homes Week.” This attention to “Housewares Fair,” 
le shows Burton-Dixie, Simmons where 28 manufacturers sent 
J Koylon mattresses. : . & 

“AS SEEN IN BH&G"—Bollerina dinnerware, Dirilyte flatware and CONTEST REGISTRATION BLANKS being filled out in Appliance Dept. 
Queoker Lace cloths. Fostoria and Nurre Mirrors sent interior displays. They'll be used as follow-ups for future sales. 

TAPPAN RANGE, BH&G advertiser, sent Frank Decatur White to TOMUNSON'S AMERICAN INFORMAL attracted much attention to 
conduct cooking school. this window during “Better Homes Week." 

THERE’S CROWD-PULLING 

MAGIC IN THE WORDS 

“Better Homes” 
Here's what you can expect when you talk to people about 

their- homes—as Better Homes & Gardens does to over 
3,000,000 above-average families every month. 

For home is uppermost to these good folk—and in BH&G's 
100% service content, they find everything they want to 

learn about improving their living. 

Then “Better Homes Week" takes over and quickly stimulates 
their interest to sales action at the retail counter. 

MR 
243 BH&G-ADVERTISED PR CTS were featured. Here demon- 
strator mixes pancake batter for Westinghouse electric griddle. 

% 

12 WINDOWS IN ALL were used by Jordan Marsh to feature BH&G 
editorials and advertisers. 

= ETT 

Se PE te 

DEMONSTRATOR shows how to use Trimz, a product of BH&G ad- ie me oe . if COINCIDING WITH OPENING OF NEW STORE, Macy's of San Fran- 
Vertiser United Wallpaper. - : Sat; se ee ee reproduced from 

; . j * 
BOSTON NEWSDEALER DISTRIBUTOR OF BH&G publicizes Jordon i a Bek ae ry = BUILT AROUND BH&G COLOR SCHEME ARTICLE, this window created 
Marsh event on banners of all trucks. : : 2 Oy, fa: much comment among homemokers. 
arn 4 

TYING IN WITH BH&G editorial, this window shows @ color scheme - ie | 

JORDAN MARSH Sle |. iim 
COMPANY Si id fit 

BOSTON 

Oct. 10—15 
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CAROLYN KING OF COLUMBIA MILLS lectured on table decorating. HAEGER POTTERY'S DEMONSTRATOR, Ronald Palmer, drew large INQUIRING MICROPHONE BROADCAST was held 4 times daily. | 
7 manufacturers sent representatives for special events. crowds to exhibit in China department. foreground, demonstrator shows workings of Presto cooker. 

GIVE-AWAYS! BH&G-advertised American Kitchen was one of 500 LIVING ROOM FROM BH&G EDITORIAL —plus four others — was “SHOPPING CENTER FOR THE GREAT PLAINS" devoted all 41 windoy 
prizes during “Better Homes Week." reproduced by Gold. to promotion—opened with 14-page newspaper supplement.. 

- a Customers flocked in from as far as Montana. 
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MODEL HOME and BH&G giant cover blow-ups, tie this fashion 
window in with ™ r Homes Week.” 

In addition to BH&G's standard display material 

ALL 6 STORES USED 

THESE SPECIAL AIDS 

Menu 
oo tees et 

Tea Room Tent Cards @ ; : { <3 Mies: 

$.R.0. SIGN WENT UP for Home Furnishings Fashion Show conducted 500 PEOPLE DAILY WERE CLOCKED going through this new plastic} 
by Florence Byerly, BH&G associate editor. center, sent by BH&G-advertised Dow Styron. 

TEA ROOM LUNCHERS study specially-prepared menus that were 
made up by BH&G for the promotion. 

23 $.B.F. WINDOWS promoted “Better Homes Week.” Buyer states 
S.B.F. increased floor-coverings sales over 25% during the promotion. 

Y, Petr § 
ST. LOUIS 

Oct. 22 — 29 

SPECIAL EVENTS brought thousands to store. Big attraction was 
Decorating Forum held by BH&G assistant editor, Elizabeth Gilrain. 

Macy’s . 
SAN FRANCISCO 

Oct. 10-15 

COOKING DEMONSTRATION IN A WINDOW—held every day by a 
G.E. representative, sent sales soaring for Appliance Dept. 
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RESULTS? 
Let the stores speak! 

P.S. Four of them have already scheduled re- 
peat “Better Homes Weeks” for 1950. Seven 

additional stores are now planning “Better 
Homes Week” promotions for the Spring! 

wt er e executive Orrices 
wee 

yp. 9 Octover 3, 199 

Mr. EB. T. Meredith, Jr 
Vice Pres. & General Mer 

Co. ae = 
on wee ee Dear Mr. Meredith: 

soe we: wy re dh Sotenertet inex ore soe te 
ee oe ore graneee vertised in Better Homes and Gerdes tite 

vse of we ogo We iow thie ores rurntanings group. Depart = wee oot ses decay steed en eer a 
est So oe aw ahead in sales compared £0 Sites benefited from as ors cqeede tee oh, ereteete 

oe was ’ and 

RT _ e e tae coovaasion of JOE soeeanion oo Yor Se 
a oe we os oo pany for this timely and most successful tie-in- 

eee os Se ore , With sincere regards, 
eget oe ite wet y Yours very truly, 

outs ° ed fi oquer 
Pavey pres, and den. Mgr 

HB :RP 
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This kind of local merchandising for BH&G national advertising pays off. 

Ne. advertised No. windew No. special Newspaper Redie end 
products displays events ad linage asa 

The Fair 381 23 132 20,651 112 radio 
5 TV 

Younkers 205 25 43 19,853 18 radio 

Gold's 354 41 68 42,312 140 radio 

Jordan Marsh 243 12 21 23,996 26 radio 
1 TV 

Macy's 188 3 63 6,853 9 radio 
(San Francisco) 1 TV 

Stix, Boer & Fuller 235 23 86 15,141 3 radio 
1 TV 

Total 127 413 128,806 308 radio 

Americas £* Rint of Sale 
A SCREENED MARKET OF MORE THAN 3,000,000 BETTER HOMES 

» 

wee & CO, 
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Advertising Age, January 23, 1950 

Movie Adman, Artist 

Explain How to Put 

Showmanship in Ads 
New YorK—‘Although, years 

ago, advertising men in general 
seemed inclined to cast aspersions 
on motion picture theater adver- 

tising, many of them made feeble 

attempts to imitate and emulate 

the showmanship theatermen were 
using to attract ever-growing 

crowds to the movie palaces of 
the country. 
“The more progressive advertis- 

ing men recognized in showman- 

ship advertising a valuable adjunct 

which could inject new life into 

all forms of that art. But few of 
them achieved any great measure 
of success because to utilize show- 
manship in advertising you must 
first understand the basic prin- 
ciples of showmanship.” 
Thus does Chick Lewis, in his 

introduction to “Showmanship in 
Advertising” (Showman’s Trade 
Review Inc., $7.50), explain why 
this new book by Bill Hendricks 

and Montgomery Orr is expected 
to be a boon to all advertising 
men, although addressed to and 
written primarily for show busi- 
ness advertising men. 

s Mr. Lewis also has some cogent 

comments on theatrical advertis- 
ing in general: 

“About the only truthful criti- 

cism of theatrical advertising, as 

it has been practiced since the 

early days of Barnum—and is still 

being used—is the extravagant use 

of adjectives and superlatives,” he 

says. 
These extravagances “in them- 

selves commit no crime against 

man or advertising profession, but 

have resulted in a definite feeling 

of distrust on the part of Mr. and 

Mrs. Average Moviegoer who, find- 

ing every attraction being sold as 

the finest, the greatest and the 

most unusual, no longer are 

swayed one iota through the use 

of such silly adjectives and 

phrases. And it is no great credit 

to the great advertising brains of 

the movie industry that despite 

this obvious attitude on the part 

of the ticket-buying public, they 

continue to use them.” 

a “Showmanship in Advertising” 
is a curious book, from the custom- 

ary standpoint of the advertising 

man. Aimed primarily at the movie 

advertiser, and concerned almost 

entirely with newspaper movie ad- 

vertising, it includes such ele- 
mentary elements as a description 

of the basic equipment (ruler, 

triangle, scissors, layout sheet, 

etc.) needed for newspaper ad lay- 

outs; equally elementary discus- 
sions of type faces, engraving and 
printing processes, etc. 

But it also includes a more clear- 
ly coordinated discussion of text 
and layout than most books on ad- 

vertising, a practical how-to-do-it 

approach of considerable value, 

and discussions of fundamental 

advertising factors from the show- 

manship standpoint which could 
easily prove stimulating and valu- 

able to copywriters and layout 
men alike. 

As a sort of special concession 

to non-theatrical readers, there is 

a special chapter on Food, Fash- 
ions, Cosmetics—and Showman- 
ship, which certainly brings a 

fresh viewpoint to the advertising 

presentation of these products. 

KIFW Joins Columbia 
KIFW, Sitka, Alaska, has affili- 

ated with the Columbia Broad- 
casting System. The 250-watt sta- 
tion is the sixth outlet to join CBS’ 
Alaskan group. 

WAGA-TV Names Collins 
John W. Collins, formerly south- 

ern sales manager of the Southern 
Agriculturist, has been appointed 
= manager of WAGA-TYV, At- 
anta. 

Forms L. H. Simmonds & Co. 
Larry H. Simmonds, formerly 

vice-president of Albee-Simmonds, 
has formed L. H. Simmonds & Co., 
with offices at 60 E. 42nd St., New 
York, to specialize in sales promo- 
tion for manufacturers. 

Page Publishing Moves 
Page Publishing Co., Los An- 

geles, has moved from 704 S. 
Spring St. to 1146 N. Vermont 
Ave., where its plant and office 
have been combined and new ma- 
chinery installed. . 

Airs ‘This Week in Sports’ 
Dodge Dealers of Greater De- 

troit is sponsoring a 15-minute 
television newsreel program, “This 
Week in Sports,” Sundays at 10 
p.m. on WJBK-TV. Ruthrauff & 
Ryan, Detroit, is the agency. 

Dix Joins Katz Agency 
William P. Dix Jr., previously 

associated with American Broad- 
casting Co., has joined the radio 
sales staff of Katz Agency, New 
York, radio-TV station representa- 
tive. 

Pavelle Color Ups Lippman 
William J. Lippman, in charge 

of sales research and promotion, 
has been appointed manager of the 
industrial service division of Pa- 
velle Color Inc., New York, color 
photo finishing concern. 

Handles Woolknit Account 
Eva Cutler, previously handling 

the Woolknit Associates’ account 
with the Bureau of Fashion Trends, 
has joined Eleanor Kairalla, New 
York, as an account executive to 
handle the same account. 

29 

Appoints Devine Agency 
Devine Advertising Agency, New 

York, has been appointed to handle 
the advertising of Inter-County 
Title Guaranty & Mortgage Co. 
Newspapers and direct mail will 
be used. 

To Victor A. Bennett Co. 
Lissone-Lindeman U.S.A. Inc. 

has appointed Victor A. Bennett 
Co., New York, to handle its travel 
advertising. Holder Morrow Collier 
Inc., Chicago, formerly had the ac- 
count. 

AKRON, O. 
The Akron Typesetting Co. 

ATLANTA, GA. 
Higgins-McArthur Company 

BUFFALO, N. Y. 
Axel Edw. Sahlin 

Typographic Service 

CHICAGO, ILL. 
J. M. Bundscho, Inc. 
The Faithorn Corp. 
Hayes-Lochner, Inc. 
Runkle-Thompson-Kovats, 

Inc. 
Frederic Ryder Co. 

CINCINNATI, O. 
The J. W. Ford Company 

Executive Offices: 

Advertising Typographers Association 

If you could visit every ATA plant in the © Le 

land, you would find them all pretty much alike. 

Your first impression would probably be the supe- 

rior working conditions. These features are common 

to all—an abundance of light, both natural and 

artificial, broad aisles, plenty of elbowroom around 

stones, racks and cases, the finest and most modern 

of typesetting equipment and machinery, and a high 

CLEVELAND, O. 
Bohme & Blinkmann, Inc. 
Schlick-Barner-Hayden, Inc. 
Skelly Typesetting Co., Inc. 

Dayton Typographic Service 

DENVER, COLO. 
The A. B. Hirschfeld Press 

DETROIT, MICH. 
The Thomas P. Henry Co. 
Fred C. Morneau Co. 
George Willens & Co. 

INDIANAPOLIS, IND. 
Te Typographic Service Co., 

ne. 

KALAMAZOO, MICH. 
Claire J. Mahoney 

461 EIGHTH AVENUE, 

Like Peas in a Pod! 

morale among the expert compositors who are men 

who like their jobs and enjoy what they are doing. 

This atmosphere prevails throughout the estab- 

lishment. You'll find informed contact men who can 

visualize your needs immediately, intelligent tele- 

phone operators, and messengers who know the value 

of speed and accuracy. Supervising and directing all 

operations are business men who scrutinize each 

job very minutely and thoroughly for opportunities 

to cut time and costs — for your benefit. 

William Carnall 

LOUISVILLE, KY. 
BALTIMORE, MD. COLUMBUS, O. The J. W. Ford Company 
The Maran Printing Co. Yaeger Typesetting Co., Inc. MILWAUKEE, WIS. 

BOSTON, MASS. DALLAS, TEX. Arrow Press 
The Berkeley Press Jaggars-Chiles-Stovall, Inc. George F. Wamser, 
H. G. McMennamin DAYTON, O. Typographer 

Duragraph, Inc. 

Co., Inc. 

Artintype, Inc. 

LOS ANGELES, CAL. 

The House of Hartman 

MINNEAPOLIS, MINN. 

NEW YORK, N. Y. 
Ad Service Company 
Advertising Agencies’ Service 

Advertising Composition, Inc. 

Associated Typographers, Inc. 
Atlas Typographic Service, Inc. 
Central Zone Press, Inc. 
The Composing Room, Inc. 
Composition Service, Inc. 

NEW YORK CITY 1, 

ity, time-saving and the ultimate in service, you 

will appreciate that while they constitute only a 

very small fraction of America’s print shops, ATA 

members set almost all of the fine advertisements | 

appearing in the nation’s magazines. 

Note also that you will never find an alibi or an 

excuse in an ATA plant. The traditional “printer's 

explanation,” like the plumber’s forgotten tools, 

has no place in the ATA way of doing business. You 

get your job as you want it, when you want it, and 

at the lowest possible cost commensurate with qual- 

ity workmanship. 

If you have never used ATA service, it’s time 

you consulted your nearest member company. Just 

pick up the telephone and he’ll be glad to give you 

the complete story. You'll find it quite worthwhile. 

Huxley House 

Imperial Ad Service 

Master Typo Company 

Morrell & McDermott, Inc. 

Chris F. Olsen, Inc. 

Frederic Nelson Phillips, Inc. 

Royal Typographers, Inc» 

Frederick W. Schmidt, Inc. 

Harry Silverstein, Inc. 

Supreme Ad Service, Inc. 

Tri-Arts Press, Inc. 

Typographic Craftsmen, Inc. 

Typographic Designers, Inc. 

The Typographic Service Co. 

Vanderbilt-Jackson 

Typography, Inc. 
Kurt H. Volk, Inc. 

of America, Inc. 

ear Fa ee ewes 

to-the-minute plants, geared for efficiency, qual- 

Diamant Typographic Service,Inc. NEWARK, N. J. 
A. T. Edwards Typography, Inc. 

Empire State Craftsmen, Inc. 

Graphic Arts Typographers, Inc. 

King Typographic Service Corp. 

NEW YORK @ ALBERT ABRAHAMS, 

Barton Press 
William Patrick Co., Inc. 

PHILADELPHIA, PA. 
Walter T. Armstrong, Inc. 
Alfred J. Jordan, Inc. 
John C. Meyer & Son 
Progressive Composition Co. 
Typographic Service, Inc. 

PORTLAND, ORE. 

Paul O. Giesey 

ST. LOUIS, MO. 

Brendel Typographic Service 
Warwick Typographers, Inc. 

SAN FRANCISCO, CAL. 
Reardon & Krebs, Inc. 

SEATTLE, WASH. 
Martin & Pettitt, Inc. 
Frank McCaffrey's 
Acme Press 

Executive Secretary 
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e+. and you’ll find 2,600,000 of them avidly 

reading American Home every month. Because 

American Home is edited cover to cover for 

home-lovers. No words wasted on fashion or frolic. 

Just exciting, practical ideas for making home 

life richer and more enjoyable. That’s why, 

when it comes to getting results for home product 

advertisers, this magazine has no equal! 
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NEW Subscription Order Form... 
Please enter immediately my subscription to 

Advertising Age for 
[J One Year at $3.00 [] Two Years at $5.00 [] Three Years at $6.00 

C) Payment enclosed [7] Bill me later ([ Bill my firm 

Zone__ State. 
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PHOTOGRAPHIC REVIEW 

ACTORS GET OSCARS—At the 50th anniversary of the Chicago 
chapter, American Association of Newspaper Representatives, 
some of the space buyers who acted roles in the chapter's new 
color sound movie were given “oscars” for their assistance. In the 
picture here, left to right, are: George McGivern, Grant Ad- 
yertising; Frank Hakewill, Roche, Williams & Cleary; George 

Pearson, J. Walter Thompson Co.; E. M. Roscher, president of 
the Chicago chapter; Don Smith, advertising director, Wilson & 
Co.; and E. Ross Gamble, Leo Burnett Co. Others who received 
plaques but are not shown in the picture are Wesley |. Nunn, 
ad manager, Standard Oil of Indiana; Russ Van Gunten, Foote, 
Cone & Belding; and Otto Stadelman, Needham, Louis & Brorby. 

KEY TO THE BLUEGRASS—W. T. Cutchins, vice-president and advertising director of 
Brown & Williamson Tobacco Co., hands C. E. Hooper a document from the Kentucky 
Chamber of Commerce entitling the Hooperater to the key to the state. The interested 
observer is Victor Sholis, managing director of Station WHAS. The presentation was 

made at a meeting of the Louisville Adclub at which Mr. Hooper was sveaker. 

DESIGN AWARD—The Fashion Academy’s gold medal for the best American de- 
sign of the year went to Detecto Scales in New York when Emil Alvin Hartman, di- 
tector of the Fashion Academy, made the presentation to Aaron J. Jacobs, Detecto 
president. Detecto executives witnessing the event are (left to right) Harold Greene, 
ad manager; Mr. Jacobs; Riche.d E. March, general sales manager, household equip- 
ment division; Mr. Hartman; and Mack Rapp, vice-president in charge ‘of industrial 

les. 

AGENCY EXPERIMENTAL KITCHEN—Client and agency representatives inspect the 
model equipment in the all-electric experimental kitchen opened by Erwin, Wasey 
& Co., Los Angeles. Left to right are Arch Douglass, account executive; Paul Willis, 
general advertising manager of Carnation Co.; Fred M. Jordan, executive vice-presi- 
dent in charge of the agency's Los Angeles office; and Corrinne Cunningham, Erwin, 

Wa director of ; 

‘O&F’—Ward H. Olmsted and John T. 
Foley, senior executive partners in Olm- 
sted & Foley, Minneapolis, confer with 
Art Director Henry Kinsell on the agency’s 
25th anniversary insignia. O&F’s cele- 
bration will reach its high point when 
the company acts as host to the Conti- 
nental Agency Network’s annual con- 

ference next fall. 

AR DUST 2 Mew Stemworr fy ® 

oe 

PLACE-SETTING—This colorful display is 
the chief one of the new retail aids of- 
fered by Libbey Glass to promote its 

Stardust Stemware fine. 

OFFICERS INSTALLED—Taking over 1950 leadership of the Advertising Agency Pro- 
duction Men’‘s Club of Cincinnati are (seated, left to right) Tony Hannaford, Ralph 
H. Jones Co., vice-president; Nelson R. Trowbridge, Farson, Huff & Northlich, presi- 
dent; and Marie Hildreth, Rieser-Guenther Inc., secretary. Standing: Les McMullen, 
Savage & Talley, treasurer; Howard Thompson, Kammann-Mahan, 1949 president; 
and Tom Ertel, of Haehnle Advertising Agency, and Paul Brockman, Jesse M. Joseph 

Advertising Agency, members of the board of governors. 

SEARS SALESMAN—Scotty Sears, puppet featured in TV commercials prepared for 
Sears, Roebuck by The Mayers Co., Los Angeles, is shown with his creator, Henry 
Mayers, president of the agency, and Ruth Stone, script writer. Telecasting of the 
series began last month in Los Angeles and will follow in Chicago, Detroit, Cleve- 

land and Salt Lake City. 

FLOWERS FOR FIRST—Ruthrauff & Ryan’s Frances Lindh (center) gets the roses for 
- being the first enrollee in the San Francisco Adclub’s new television course, a nine- 
week series limited to persons in advertising or those already working in fields 
closely related to TV. At left is Florence Gardner, executive director of the club; 
presenting the flowers is John Hoefer, partner in Hoefer, Dieterich & Brown; and at 
right are Fred Crawshaw, Young & Rubicam, and Sherwood Armstrong, Foote, Cone 

& Belding. 

a a oe) eee 

AT KDKA CEREMONIES—Pittsburgh’s Carnegie Museum was the 
scene of a celebration of KDKA Day, attended by officials of the 
Pittsburgh Radio & Television Club and Westinghouse Radio 
Stations. Left to right are W. B. McGill, advertising manager, 
otele 

president; Graham Netting, assistant director of the museum; 
Joseph E. Baudino, manager, KDKA; George Young, president of 
the Radio & Television Club; F. A. Tooke, KDKA’s program man- 
ager and vice-president of the club in charge of programs; and 
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Deferred Demand 

for Autos Still 

Large: Sloan - 
New York—Last year was the 

automotive industry’s largest year 
in unit production and far sur- 
passed 1929, the former record 
year, in terms of production and 

distribution. This was reported by 
Alfred P. Sloan Jr., chairman of 
the board of General Motors, at 

a luncheon preceding the opening 

of General Motor’s showing of its 
1950 lines last week: 

Mr. Sloan said deferred demand 
from the war was a factor in 1949’s 
high unit and dollar volume of the 

industry, and estimated that “this 

deferred demand will carry over 

into 1950 to the extent of about 
1,500,000 cars.” He pointed out 

that demand was far ahead of 

supply in 1949, so much so that it 
Was impossible “for contestants 
in the industry, and General Mo- 

tors in particular, to establish their 
competitive ‘positions. Our share 

of total sales in 1949 was less than 
our best year—1941. It was better 
than the year 1948, due to more 
adequate supplies of materials,” he 

said. 

a Mr. Sloan predicted that the in- 
dustry volume in 1950 will ap- 

proach that of 1949, and that any 

altered trend will show up in the 

second half. He believed “the sec- 
ond half of the year will definitely 
bring a buyer’s market for all 
makes.” 

Commenting on profits, he 
pointed out that General Motors 
reported profits of $238,000,000 in 

1936 and $440,000,000 in 1948, but 
earnings per share were about the 

same for the two years. He re- 

ported that General Motors had 
more than $1.1 billion for taxes 
and profits in 1949 but corporation 
and individual income taxes will 

take an estimated $600,000,000. 

“In addition,” he said, “the busi- 

ness that the stockholders created 

paid the government $400,000,000 

in excise and other taxes for 1949. 

It would seem to me that the poli- 
ticians should be inclined to en- 

s courage a performance of this 
magnitude.” 

w Speaking at the same session, 

HIT that FRONT PIN! 
Win Sor yone product the influence 
andg will of the 20,000 County 
Agents, Vo-Ag Teachers, Exten- 
sion Leaders and Soil- Conserva- 
tionists who read Better Farming 
Methods every month. 

Who TRAIN and 
ADVISE Farmers FARMING 

METHODS 

C. E. Wilson, president of Gen- 
eral Motors, emphasized that con- 
tinued prosperity depends on main- 

taining the consumer’s confidence 
to buy. “It is easy to underestimate 
the capacity of the American peo- 
ple to consume goods and increase 
their standards of living so long 

as their confidence remains un- 
shaken,” he said. 

Mr. Wilson expects a good 1950, 

and increasingly prosperous years 

ahead, provided: (1) world peace 

is maintained; (2) we continue 

to make social and economic 

progress; (3) a sound basis is 
found for settling the restriction 

of coal output; (4) a method of 
resolving industry-wide labor dis- 

putes is found; (5) we make pro- 
gress in balancing the federal bud- 

get; and (6) we get a reasonable 

solution to the federal and private 

pension problem so that it doesn’t 

destroy the individual’s initiative. 

“Our prosperity—our confidence 
to buy—depends both on economic 
and psychological factors,” he said. 

“As a people we are so prosperous 

and have-so much at stake that at 
times we seem to get almost neur- 
otic about it. By fearing that we 
will have a depression some day, 
we could actually create one.” 

Sturtevant Names Two 
O. Moffat and K. J. Dewhirst 

have been appointed manager of 
sales and manager of the Toronto 
district, respectively, of B. F. 

Sturtevant Co. of Canada, Toronto, 
ventilating systems. The Sturtevant 
company is a subsidiary of West- 
inghouse. 

Appoints Paris & Peart 
Kannengiesser & Co., New York, 

importer and distributor, has 
named Paris & Peart, New York, 
to direct the advertising of Kanana 
Banana Flakes, Kanana Hearts of 
Palm, Kanana Dried Whole Brazil- 
ian bananas, and its new product, 
Kanana syrup. 

Joins ‘National Geographic’ 
Richard K. Sullivan, formerly 

with American Home, has joined 
the western advertising staff of 
National Geographic Magazine, 
with headquarters in Chicago. 

WLAU Names Keller 

Robert S. Keller Inc., New York, 
has been appointed national sales 
are ary representative for 
LAU, Laurel, Miss., a 250-watt 

Mutual affiliate. 

Advertising Age, January 23, 1959 
Adver 

Sherres Forms New Division 95% 
Marvin Sherres Advertising, 

New York, has established a new NEV 
product development and mer. foods 
chandising division, with Fosca oo 
Marsyl in charge. Miss Marsyl was § ¥° ’ 
formerly with Montgomery Ward § *° 
& Co. in charge of its New York § ident 
use testing clinic. predic 

jn ora 

Gordon Buys Film Contpany might 
Larry Gordon, president of Tele. yolum 

vision Features, New York, pro- Mr. 
ducer of motion pictures for TV, Snow 
has announced the purchase of trate 
General Business Films, New York, 1949. 

trator 
Raymor Names Sackheim mend 

Ben Sackheim Inc., New York, tion f 
has been retained to handle the “AC 
advertising of Raymor Inc., manu- have 
facturer of decorator and func- by m 
tional floor and table lamps. mean 

Another advertisement by ABP ...to promote the effective use of advertising in business publications 

Paging te 

ye po company heads have an 3. He 
of top-drawer problems to wrestle cts... 

with. And in the forefront is the prob- 
lem of selling the product against ever- 

toughening competition and keepin 

down the unit cost of making a sale. 

As one company president put it reg There 
cently: “Make no mistake. The postwarivertising 
honeymoon is over. Now we've got tofof 1950 
SELL TO SURVIVE. ..znd we've 
to sell efficiently.” 

It doesn’t take any clairvoyance 
see where the advertising manager 
(and his advertising agency) fits into 
this picture. To a growing extent, man- 
agement is looking to competent adver} >. ye, 

an adve 
manage 

possible 
of relat 

publicat 

both ge 
product 

1 W 

in the b 

tising c: 
from $ 

7 

tising managers for help in finding th 
answer to this important proble 
Many are being made members of the quality 
top management team. There are manyj & to v 
reasons why. Here are just three of busines 
them: p appeal 

each fir 

1. The competent advertising $250 te 
ager knows how to create a need [0] duced ‘ 
or a preference for a product ...% an ave: 
means of economical mass persuasiOMl 45% le 
techniques (often at a cost of only % quiry o 

fraction of a cent per unit of pe 
sion). 

2. He knows how to help the salé 2. D 
manager increase the productivity % wholes 
salesmen... by providing them Wi} one fo 
adequate selling tools and by utilizi} manuf. 
high speed, low cost advertising to &} watch 
the preliminary and intermediate S¢™ consur 
ing jobs, permitting salesmen to COME advert 

read b centrate on closing sales. 
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Advertising Age, Januury 23, 1950 

35% Gain in Frozen Food Sales Seen 
sold to the public in a more em- 
phatic and aggressive manner than 

ever before. The advertising em- 

phasis will continue to stress con- 

venience, quality and economy of 

frozen foods to the housewife,” he 
said. 

To Pacific National 
P & C Hand Forged Tool Co., 

Milwaukie, Ore., has named the 
Portland, Ore., office of Pacific 
National Advertising Agency to 

handle its advertising. 

Mace Agency Appoints Keith 
Robert W. Keith has been ap- 

pointed production manager of 
Mace Advertising Agency, Peoria, 
Il. 

Durene Group Plans 

Increased Consumer, 

Trade Ad Campaigns 
New YorK—Durene Association 

of America, whose members man- 

ufacture Durene mercerized cotton 

yarn, will use 15 full-color pages 

this year in Good Housekeeping, 
Ladies’ Home Journal and The 

Saturday Evening Post to carry its 

story to consumers. 
The magazine drive is being pre- 

ceded by a “Watch Durene in 1950” 

announcement campaign in eight 

apparel, department store and dry 

goods publications. 

Through Smith, Smalley & Test- 

er, Durene Association’s agency, 

the group will run 104 insertions 

in 1950, many of them in full 
color, in the eight trade publica- 

tions. 

s Keynote of the consumer, pro- 
motion, scheduled to get under way 

next month, will be the oft-re- 

peated headline, “When you see 
this label [Durene] on this prod- 
uct... Buy it!” 

Copy under the illustrations will 

plug the idea that “‘Durene gives 

you more of everything you want 
..it means that you get more 

strength, comfort, beauty, greater 
washability.” 

In addition to the publication 

schedule, the association will send 

to more than 5,500 retailers, whole- 

salers and manufa-:turers a series 

of sales letters, broadsides and a 

16-page brochure describing the 

air-haired boy of 1950! 
Mr. Ad Manager...if the Big Boss ever needed your help 

...right now certainly is the time! 

ion 

ising, 
a new New YorK—The sale of frozen 

mer- § foods in 1950 will top the record 
Posca year of 1949 by more than 35%, 

fs. according to J. I. Moone, pres- 

Your ident of Snow Crop Marketers. He 
predicts the greatest gain will be 

jn orange juice concentrate, which 

ny might represent 50% of the total 
Tele. yolume of all frozen foods. 
. pro- Mr. Moone said “production of 
r TV Snow Crop orange juice concen- 
se of trate is planned at triple that of 
York, 1949. Furthermore, the concen- 

trators as a whole have tre- 

mendously expanded their produc- 
York, tion facilities for 1950...” 

e the “Advertising and promotion 

nanu- have been substantially increased 

fune- by most major producers, which 

means that frozen foods are being 

il 3, He knows how to evaluate mar- 
wrestle ets... how to determine where the 
 prob-Auiciest selling opportunities lie, oppor- 
St ever-Runities that can be cashed-in on at 
keepingiminimum selling cost. 
a sale, 

t it reg Therefore, when we say that the ad- 
ertising manager is the fair-haired boy 

> got tofof 1950 we don’t feel that we are ex- 
"ve golfaggerating. Certainly the advertising 

manager of sufficient stature has a rare 

ance tofopportunity today 
lanager 

How you can help bring in 
sales at minimum cost... 

}One very real opportunity you have as 
an advertising manager, to help your 
management bring in sales at lowest 

possible unit cost, is through the use 
of relatively low cost space in business 
publications. And this holds true for 
both general consumer and industrial 

products. For example: 

l. Within the past year a company 
in the building field launched an adver- 
tising campaign for a product priced at 
from $5,000 to $100,000. This cam- 
paign was designed to produce high 

of the) Quality inquiries for salesmen and deal- 
. many§ ts to work on. The advertising used in 

ree of, business publications was prepared to 
appeal to the specialized interests of 
each field covered. Costing only from 
$250 to $485 per page for space, it pro- 

ed fo} duced 1339 inquiries in ten months, at 
5} an average cost per inquiry of $8.67— 

ing th 
oble 

uasio} 45% less than the average cost per in- 
only # quiry of $15.62 for other media! 
e 

+e FS 

> sal} —_2. Do you sell to consumers through 
ity ©} wholesalers and dealers? Then here’s 
| wl) One for your book. Recently a jewelry 
ilizim§’ manufacturer introduced a new line of 

watch bands. Advertising in national 
consumer magazines was preceded by 
advertising in business publications 
read by jewelry wholesalers and retail- 

e 4 

) CU 

ers. More than 10,000 jewelers ordered 
a full assortment of the new line of 
watch bands “within six weeks of the 

first announcement, without seeing 

samples of the new line— all as a result 
of the advertising in trade papers and 
the mailing of reprints of these adver- 
tisements.” 

xk kk 

3. Another manufacturer, weli- 
known in one industrial field, has told 
us about his experience in invading an 
entirely new field (for him) — industrial 

plant maintenance. Because both his 
company and product were practically 
unknown in this field, his salesmen ran 
up against much selling resistance. 

As a result, selling cost was seriously 
out of line. Then some hard-hitting 
advertising was prepared — and placed 
in only three business publications. 
After six months of this advertising the 

salesmen reported that the resistance 

dollar invested! 

formerly encountered had practically 
disappeared! 

¥ 2 

We know that business publications 
aren’t the answer to all advertising 
problems. But we are sure that the top 
management of your company will 

P.$. 1f you'd like reprints of this advertise- 
ment to pass along to others in your 
organization, they are available in limited 
quantity. Write to THE ASSOCIATED 
BUSINESS PUBLICATIONS, 205 East 
42nd Street, New York 17, N.Y. 

@ THE ASSOCIATED re 
BUSINESS PUBLICATIONS 

205 East 42nd Street, New York 17, N.Y. 

The group of paid circulation business publications that 
has been cooperating since 1916 to maintain and enhance 
the standards of business paper publishing — in the interest 
of the reader and the advertiser as well as the publisher. 

thank you for remembering that adver- 
tising in business papers goes to market 
with an eleven-to-one advantage over 
anything else on the schedule, per 

Although business papers account 
for no more than five percent of the 
total advertising expenditure in this 
country, they tap about fifty percent 
of the market for our gross national 
product. $1.00 invested in business pa- 
pers — taps $543 of potential business 
on the average. $1.00 invested in gen- 
eral magazines, newspapers and radio, 
collectively — taps only $48 of poten- 
tial business on the average. 

Oe we ae ee oe ee eee a ee 

33 

features of Durene processed fab- 
rics. 

Counter cards, posters, sales 

manuals and reprints also will be 

made available to retailers carry- 

ing Durene products. 

Maclean Names Dickson A. M. 

Paul B. Dickson, formerly New 
York manager of Consolidated 
Press Ltd., Toronto, has been 
named advertising manager of 
Canadian Homes & Gardens, Book 
of Homes and Bride’s Book, pub- 
lished by Maclean-Hunter Publish- oo 
ing Co., Toronto. ae 

Evans Joins Rocktord 
Henry S. Evans, formerly pub- ‘ 

lic relations manager of Business ee 
Week and Science Illustrated, has ‘i 
been appointed associate publisher 
and associate editor of the Rock- 
ford Press, New York book pub- 
lisher. 

WORZ Appoints Nino 
Jack Nino, formerly of WEXT, 

Milwaukee, has been named sales 
manager of WORZ, Orlando, Fla. 

In Key 
Advertising 

_ Centers : 

coast ne pone 
Be ee ak ee et 

National advertising cam- 

paigns originate in certain 

wisely-defined and strategic 

points right across the map, 

their policies and destinies 

determined by intimate 

knowledge of local markets ‘ 

as well as the national pic- 

ture. It is significant that The 

Branham Company has of- 

fices at every one of these 

creative centers with service 

and personnel geared to 

both the immediate sector 

and the national scheme. 

Moreover, all offices coop- 

erate to see the wider plan 

is accurately complete. 

THE Rf 
BRANHAM 
COMPANY 

“Detroit Dallas Atlanta | 

Charlotte St. Louis Memphis 

San Francisco Los Angeles 
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James C. Burkham 

Elected President 

of ‘Globe-Democrat’ 
Sr. Louts—James C. Burkham, 

31, last Thursday was elected 

president of the Globe-Democrat 
Publishing Co., succeeding E. Lans- 
ing Ray, who has been elected to 

the newly created 
position of chair- 
man of the board. 

Mr. Ray, presi- 

dent of the com- 

pany since 1918, 

will continue as 

editor and pub- 

lisher, and Mr. 

Burkham, form- 

erly secretary of 

the corporation, 

will direct busi- 

ness functions. 

Douglas B. Houser continues as 

Ist vice-president of the publish- 

ing company. W. C. Houser, a 
nephew of Douglas Houser, con- 
tinues as 2nd vice-president, but 
with the added duties of secretary. 

Succeeding W. C. Houser as trea- 
surer is C. Arthur Weis, formerly 
general auditor. 

J. C. Burkham 

= Mr. Burkham, the new presi- 
dent, graduated from Princeton 

University in 1941 and worked as 

a reporter for the Globe-Democrat 
for six months before joining the 

Army. Later he worked with his 
father, an investment banker, and 

in 1947 returned to the paper as 
administrative executive to the 
president and a member of the 

board. He is a nephew of Mr. Ray. 
He was elected secretary of the 

publishing company and a mem- 
ber of the board of Station KWK 
in 1948. 

Apex Promotes H. K. Straw 
Henry K. Straw, for the past 

two years director of sales train- 
ing, has been appointed product 
sales manager of Apex automatic 
home laundry equipment, made by 
Apex Electrical Mfg. Co., Cleve- 
land. He will supervise sales of 
Apex Wash-A-Matic washers, 
Fold-A-Matic ironers and auto- 
matic clothes dryers. 

PRODUCTION CONTROL 

Now you can be free of details with 
this new Advertising Traffic and Pro- 
duction Control. Shows exact status 
of every job, step by step, spotlighted 
ay hm an 

imply or write on cards, post 
on board. , In and Flip Out of 
grooves instantly. 

Made of Aluminum. Fits 

any size operation. 6 color 

signal system. Various card 

sizes. Attractive, compact. 
ee 

24-Page 
FR E E Booklet 

MAIL COUPON 
TODAY! 

GRAPHIC SYSTEMS 
55 WEST 42nd ST. 
NEW YORK 18 

Please mail your BOARDMASTER booklet to: 

Addison to Winius-Brandon 
Robert I. Addison, formerly art 

director of Maxon Inc., Ruthrauff 
& Ryan, and MacFarland, Aveyard 
& Co., all in Chicago, has been ap- 
pointed art director of Winius- 
Brandon Co., St. Louis. 

Cayton Promotes Black P 
Allan Black, director of TV for 

Cayton Inc., New York, since 1947, 
has been appointed director of TV 
and radio for the agency, adding 
duties handled by the late Earle 
McGill. , 

Munsingwear Appoints Winn 
Mrs. Betty Winn has been ap- 

pointed manager of the advertising 
and sales promotion department 
of Munsingwear Inc., Minneapolis. 
She has been with the company 
since 1947. 

Joins Headley-Reed Co. 
Frank Breslin, formerly a radio 

salesman with John E. Pearson 
Co., station representative, has 
joined Headley-Reed Co., New 
York, radio-TV station representa- 
tive. 

McKenna Appoints Konow 
Jay G. McKenna Inc., Elkhart, 

Ind., manufacturer of Kennatrack 
sliding door hardware, has placed 
its advertising with H. W. Konow 
Co., Elkhart. Harold Mason Co., 
New York, formerly handled the 
account. 

FM Broadcasters Elect 
Edward A. Wheeler of Station 

WEAW has been elected president 
of the FM Broadcasters of Chicago- 
land, succeeding Ralph Wood, for- 
mer president of WMOR. 
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To Dunay & Rader Agency 
United Nations Galleries, New 

York, art dealer, has appointeg 
Dunay & Rader Advertising, New 
York, to handle advertising ip 
newspapers, national magazines 
and business papers. The company 
is a new advertiser. 

Gamble-Skogmo Sales Drop 
Gamble-Skogmo Inc., Minneap. 

olis, reports that its 1949 consoli- 
dated net sales were $123,721,421, 
as compared to $152,371,416° in 
1948, a decline of 18.8%. 
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Ade ©. Boysen, a former adver- 
tising official of American Hoist 
& Derr.ck Co., St. Paul, has been 
appoin‘ed manager of advertising 
of the First National Bank, St. 
Paul. He succeeds Albert Felstad, 
who has resigned. 

Headley-Reed Moves Oftice 
Headley-Reed Co., radio station 

representative, and Headley-Reed 
TV have moved their New York 
office to the Graybar Bldg., 420 
Lexington Ave. 

Joins Radio Reports - 
Mrs. Pat Lawrence, formerly as- 

sistant manager of advertising and 
promotion of KNBC, San Fran- 
cisco, has been named manager of 
Radio Reports Inc. in the Bay 
area. She will make her headquar- 
ters in Berkeley. 

Joins Shell Chemical 
Sherman Rogers, formerly an ac- 

count executive of L. C. Cole Co., 
San Francisco, has joined the ad- 
vertising department of Shell 
Chemical Corp., San Francisco. 

Elgin Watch Appoints Urie 
Frank D. Urie has been ap- 

pointed to the newly created posi- 
tion of director of economic re- 
search of Elgin National Watch Co., 
Elgin, Ill. He has been with the 
company for 41 years. 

Appoint Newton Agency 
Sanitary Dairy of Woodland and 

Red Top Dairy of Vallejo have ap- 
pointed Frank Paul Newton Ad- 
vertising, San Francisco, to handle 
the advertising of their milk, ice 
cream and other dairy products. 

Bakery Volume Up, 

Profits Drop Some 
CuiIcaGo—Dollar volume of bak- 

ery sales was up fractionally in 
1949, but profits dropped slightly 
(3.5%) for the third consecutive 
year, according to the 18th annual 

survey of baking just released by 
Bakers’ Helper. 

Production of white and spec- 
ialty breads was up, but sweet 
goods, cakes, pies and doughnuts 

Using an area probability sample, interviewers 
from lowa State College visited with farmers and 
their wives on farms of 30 acres or more. The Statis- 
tical Laboratory picked at random in each of the 99 

MEN 

1. Hendling and feeding livestock 

2. Livestock and poultry disease 

3. Market prespects « year ahead 

4. Advice on present markets 

5. Corn and other field crops 

| 

lowa counties three segments of land containing an 

NOTHING UP OUR SLEEVES. 
Our leadership is not the result of magic. 

_ We've earned it by down to earth reporting, 

onthe local level, of the problems and topics _ 
_ that interest lowa farmers and their home- — 

makers. The yardsticks we've employed— 

and we invite you to employ—in measuring 

the lowa farmer have helped us to guide our — 

pe Sete es 

jOn Handling and Feeding of Livestock re _-7 On Recipes and Meal Planning 

ee ee ee 

average of two farms each. The interviewers were 
given no choice; they had to secure interviews on 
these specific farms. The answers to the two top 
ranking questions are charted above. 

ou 

RMER & IOWA HOMESTEAD 
DANTE M. PIERCE, Publi 

the things we've learned about him as 

reader will help you to appraise him as a — 

prospective customer. In lowa, sell through 

the columns of the publication that’s “looked 

for, listened to, believed in”. . . Wallaces’ | 

35 

fell in volume, the survey shows. 

Regionally, the East showed 

average dollar sales off about 1%; 
Midwest, off 0.28%; South, up 4%; 
West, up 5%. 

The percentage of retail bakers 

who advertise regularly rose from 
59 in 1948 to 65 in 1949, the pub- 
lication says, with newspapers the 

favored medium. Copies of the 

eight-page survey and latest cen- 

sus figures on the baking industry 

are available on request from Bak- 

ers’ Helper, 105 W. Adams St., 
Chicago 3. 

Whiting Paper Names Davis 
Reginald W. Davis has been ap- 

pointed sales manager of the boxed 
stationery division of Whiting Pa- 
per Co., Holyoke, Mass., with head- 
quarters at 745 Fifth Ave., New 
York. He will have complete 
charge of sales and merchandising 
throughout the country. 

Rattan Appoints Thompson 
George E. S. Thompson has been 

named to direct the consumer ad- 
vertising of Art Rattan Furniture 
Co., Oakland, Cal. 

confusion, 

cA 

isconsin Js. 

sE 1 SIAHGINYGS, ol, 

fluence sales. Your sales message is given as YOU want it — not as someone else re- members it. 
time eliminates conflicting thinking, and other factors that in- 

is simple—when you bind it in a Heinn Loose- the actual presentation of it by your salesmen Leaf Easel Binder. We'll be glad to show you 
The job of organizing your sales material and 

how these famous easel binders fit perfectly with your sales promotion plans. Write for the 

Present your 

Do that — and your sales will go zooming to new highs — with substantial saving of sales- men’s time! Your sales-story loses something when you depend on someone else to carry it along to the man with the final say-so. Here’s the way to do it: Organize your sales facts logically and attractively. Bind them in a Heinn Loose-Leaf Easel Binder. story — with words and pictures — to groups instead of individuals, wherever possible. Telling your story to ALL the key men at one 

The HEINN Company °* 326 W. Florida Street * Milwaukee 4, W 
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Oscar Mayer Names Granger 
Charles W. Granger has been 

appointed public relations director 
of Oscar Mayer & Co., meat pack- 
ing company. He will make his 
headquarters in Madison, Wis. Mr. 
Granger has been public relations 
editor of Allis-Chalmers Mfg. Co., 
Milwaukee. 

Dowd Gets Paper Account 
John C. Dowd Inc., Boston, has 

been named by Groveton Papers 
Co., Groveton, N. H., to handle the 
advertising of Blue Ribbon nap- 
kins, Blue Ribbon embossed towels, 
Protex SuperSoft tissue, Vanity 
Fair bathroom tissue and Vanity 
Fair Deluxe tissue. 

Plan Investigation 

of Theater Video 

Network Facilities 
WASHINGTON—The Federal Com- 

munications Commission will hold 

a “fact finding” hearing on theater 

television. The date and place of 

hearing is not yet indicated. 

The commission said it has 26 

petitions from members of the mo- 
tion picture industry looking to- 

ward the authorization of a reg- 

ular theater TV service, but that 

there are no facilities available 

for such a service at this time. 

offering 

FISHING BOATS 
24,071 powered fishing boats In the South, 

GREATER BUYING POWER 

1907 eens ees: 

In general, the petitions ask FCC 
to establish theater television as 
a special service, with its own al- 

location of channels for intercity 

relay. 

FCC says it wants to find out 

whether existing cable and wire 

relay facilities of the “common 

carriers” can be used for an inter- 
city theater TV system which 

could operate without any radio 

frequencies. 

Theater television petitions were 

submitted largely by exhibitors and 

exhibitor associations. 

Wertler Names Flint Agency 
Wertler Inc., New York mer- 

chandiser of baby specialties, has 
named Flint Advertising Asso- 
ciates, New York, to handle ad- 
vertising in newspapers, maga- 
zines, by direct mail, and radio. 

Kardek Appoints Hendrick 
Kardek Corp., Detroit, manufac- 

turer of car-top luggage and boat 
carriers, has appointed Hendrick 
Advertising Agency, Detroit, to di- 
rect its account. 

ay pecial Announcement 

for all advertisers and their advertising agencies interested in selling 

America’s highway travel market. 

Since we published our first issue in 1929 highway travel has become one of America’s 

leading industries and since the war is again increasing at an accelerating rate. 

Recent national readership surveys have indicated the need for a new publishing pro- 

gram that would coincide with the peak travel seasons, plus the addition of many new 

editorial features that will give our millions of readers the kind of highway travel informa- 

tion they require today. Our new program will give them the most pleasure and value 

for their travel dollars. 

Effective with the first issue in 1950 

The Highway 

SPRING TRAVEL 

SUMMER TRAVEL 

FALL TRAVEL 

WINTER TRAVEL 

Traveler magazine will be published quarterly 

ISSUE _ incirculation February 15 

ISSUE _ incirculation May 15 

ISSUE incirculation August 15 

ISSUE incirculation November 15 

A NEW INCREASED CIRCULATION GUARANTEE OF 500,000 

A bigger and more colorful publication with many added new editorial features by 

recognized authorities in the highway travel industry. 

Effective immediately The Highway Traveler magazine also becomes the official pub- 

lication of The Highway Travelers Club. 

The Highway Travelers Club will make it possible for us to expedite the many thousands 

of requests we receive each year for highway travel information. 

Advertisers in The Highway Traveler magazine will be given a membership in The 

Highway Travelers Club. 

Advertisers will be entitled to all regular membership services and cooperation including 

the Club emblem of recommendation. 

Advertisers will also be privileged to use the services of our Information Bureau for 

the distribution of their current literature to members of The Highway Travelers Club 

without charge. 

Established 1929 

AMERICA'S LEADING HIGHWAY TRAVEL MAGAZINE 

uc wow braveler 
105 WEST MADISON STREET * CHICAGO 2, ILLINOIS 

FOR PEOPLE WHO ARE GOING PLACES 

December Sales of Chain Stores 
D b % Gain 12 Months——_-———_—. "6 Gaig 

or Loss or Logs 
1949 1948 1949 1948 

Food Chains 

reer $ 13,788,263 $ 12,348,396 + 11.7 $ 168,787,620 $ 152,990,514 + Ig; 
Kroger Co. 64,279,160 80,062,983 — 19.7 807,410,468 825,668,323 — 22 
National Tea . 22,666,308 21,276,205 + 6.5 274,341,365 270,176,795 + 15 
Safeway ..... 90,329,827 88,873,766 + 16 1,192,888,851 1,242,283,087 — 39 

Group Total $ 191,063,558 $ 202,561,350 — 5.7 $2,443,428,304 §$ 2,491,187,719 — [9 

Mail Order 

| Sears, 
Roebuck ...$ 284,052,936 $ 280,640,809 + 12 §$2,135,239,964 §$ 2,261,140,775 — 5% 
ae 17,477,087 15,617,850 + 11.9 132,866,274 134,491,878 — 12 
‘Montgomery 
TD vesccs 150,419,558 150,960,118 — 0.4 1,107,419,519 1,241,632,462 — 108 

Group Total $ 451,949,581 $ 447,218,777 + 1.1 $3,375,525,757 $ 3,637,265,115 — 72 

Drug Chains 

Peoples ...... $ 5,141,532 $ 5,295,799 — 2.9 $ 46,770,782 $ 46,954,188 — 04 
Walgreen .... 17,983,870 18,321,616 — 18 162,316,040 164,874,347 — i¢ 

Group Total $ 23,125,402 $ 23,617,415 — 2.1 $ 209,086,822 $ 211,828,535 — 13 

Variety and Miscellaneous ‘ 

tAngerman Co. $ 1,030,972 $ 1,122,630 — 82 $ 8,195,892 § 9,038,251 — 93 
“Beck, A. S. P 

SE sh cces'’s 5,018,496 5,068,244 — 10 39,636,109 41,924,446 — 55 
Bond Stores .. 10,114,965 10,601,310 — 4.6 82,770,092 $3,532,047 — 0.9 
Butler Bros. .. 3,593,540 12,325,707 — 22.2 126,092,490 157,465,692 — 19.9 
Colonial 

ee 14,041,759 16,261,020 — 13.7 168,558,611 169,202,901 — 0.4 
Consolidated Retail 

Stores 3,428,479 4,082,890 — 16.0 31,519,571 35,645,596 — 115 
“Diana Stores 

oe 2,271,338 2,294,455 — 10 7,891,354 8,539,518 — 7.6 
Edison Bros. .. 8,332,192 8,727,208 — 4.5 74,160,469 75,026,769 — 11 
Fishman, M. H. 1,727,352 1,695,613 + 19 9,882,875 9,175,965 + 7.7 
Grant, W. T. . 40,111,352 39,476,690 + 16 233,830,361 234,068,398 — 0.1 
TGreen, H. L 16,883,482 17,153,688 — 16 93,275,317 95,776,603 — 26 
Kinney, G. R 3,909,000 4,199,000 — 6.9 32,208,000 32,585,000 — 11 
Kresge, S. S. 49,518,426 50,010,461 — 10 288,967,124 288,478,485 + 0.2 
Kress, S. H 28,265,467 27,907,128 + 13 163,923,437 165,366,617 — 0.9 
Lane Bryant 

are 4,525,479 5,202,846 — 13.0 49,472,136 54,525,636 — 9.3 
tlerner ..... 17,885,795 18,967,226 — 5.7 114,220,730 119,550,816 — 4.5 
McCrory ..... 16,583,164 16,960,444 — 2.2 95,754,909 97,588,159 — 19 
tMcLellan 

GED oo cce 10,257,155 10,363,398 — 1.0 51,406,850 52,262,179 — 16 
Melville Shoe 
a or 9,681,726 9,389,992 + 3.1 71,864,029 75,568,381 — 4.9 

7Mercantile 

Stores ..... 17,259,900 17,473,900 — 1.2 105,778,900 111,679,900 — 5.3 
“Miller-Wohl 

i, wi veees 4,169,883 4,496,024 — 7.3 14,298,176 16,214,253 — 118 
Murphy, G. C. 24,227,406 23,817,593 + 17 141,310,518 137,564,415 + 2.7 
Neisner Bros. . 10,285,325 10,088,951 + 19 57,785,035 57,639,529 + 0.3 
Newberry, J. J. 24,482,125 23,858,229 + 2.6 136,780,782 134,785,360 + 15 
Penney, J. C. . 132,548,430 128,095,910 + 3.5 880,192,488 885,195,137 — 0.6 
Rose’s 5-10-25 3,818,331 3,691,814 + 3.4 17,605,582 17,580,997 + 0.1 
*Sterchi Bros. . 1,543,021 1,211,575 + 27.3 11,389,715 13,287,793 — 14.3 
Western Auto . 14,508,000 13,192,000 + 10.0 125,473,000 125,988,000 — 0.4 
Woolworth, 

_, Sree 109,395,407 105,588,475 + 3.6 615,632,926 623,934,231 — 13 

Group Total $ 595,417,967 $ 593,324,421 + 
Combined 
ae $1,261,556,508 $1,266,721,963 — 

Advertising Age, January 23, 1959 

0.4 $3,843,987,478 § 3,929,191,074 — 18 

0.4 $9,872,028,362 $10,269,472,443 — 3.9 
tEleven months. “Five months. "Ten months. ©Five weeks and 52 weeks. {Four weeks and five weeks. 

3rd Generation of 

Schwarting Family 

Serves in Agency 
NEw YorK—Seventeen years 

ago the Schwarting brothers, Hen- 

ry and William, who were the 

second generation of their family 

to serve with Albert Frank- 

Guenther Law, 

left to join forces 

with J. Walter 

Thompson Co. in 
its newly created 

financial office. 

With the clos- 

ing of Thomp- 

son’s downtown 

office Jan. 9, 

William Schwari- 

ing, who had been 

in charge of 

Thompson’s fi- 

nancial advertising services, re- 

turned to Albert Frank-Guenther 

Law as a vice-president and ac- 

count executive. Reportedly he re- 

joined the agency with more bus- 

iness than he and his late brother 

took to Thompson in 1933. 

William Schwarting’s son, Rob- 

ert W. Schwarting, is joining his 

father, making the third genera- 

tion of the family in Albert Frank- 
Guenther Law and the financial 

advertising field. Robert Schwart- 

ing is a graduate of Wagner Col- 

lege with some experience in 

Thompson’s financial offices. 

Wm. Schwarting 

ae Grandfather John Henry 
Schwarting started with the late 

Albert Frank when Albert Frank 

& Co. was organized in 1872, and 

continued with the agency until! 

his death in 1927. When Albert! 
Frank & Co. merged with Guenther | 

Law -in the early ’30s, his sons 

were with the agency, shortly 

thereafter going to Thompson. 

Long time members of Thomp- 
none nails who hawe 

also joined AF-GL include John 
R. Knifting and Charles J. South- 

erton, both account executives, and 

Peter Clancy, assistant account 

executive. 

With the consolidation of the 

functions of its Wall St. office, 

Thompson transferred Henry Cur- 

tis, Robert Sullivan and John 

Wightman, all account representa- 

tives, to its uptown office. 

Spring Nears; Ferry-Morse 
Starts Spade Work on CBS 

To get people in the mood for 
spring planting, Ferry-Morse Seed 
Co., Detroit, has started its annual 
garden show on CBS. The program 
will be heard Saturdays at 9:15 
a.m., EST, for 18 weeks. 

“Garden Gate,” which originates 
at WLAC, Nashville, has _ been 
aired by Ferry-Morse for the past 
five springs. Sam Caldwell covers 
the news of agriculture and pro- 
vides gardening hints on the 15- 
minute program. MacManus, John 
& Adams is the agency. 

Ryedale to Grady Agency 
Ryedale Products, Pleasantville, 

N. Y., manufacturer of Bowl and 
Cruet Virgin peanut oils, has ap- 
pointed Robert B. Grady Co., New 
York, to handle advertising in con- 
sumer magazines. The company 
is a new advertiser. 

Form Mail Marketing Inc. 
Mail Marketing Inc., a direct 

mail advertising agency, has been 
established in Minneapolis at 3005 
Hennepin Ave. by Kenneth A. 
Landgren, president; Hub Daly, 
art director, and Warren Lundgren, 
sales manager. 

Prt 
PRINTED ADHESIVE CELLOPHANE 
TAPE — HUBER BLDG. — YORK, PA. 

—— 

be > le alge ee Be ata a eee en an te a ee: i dg tA lacie eR Wy a Li ee sto eee eee ee een i 3 +. ., 3 ae “ - — ital By A lad 5 tem 

= ee 

ee | 

pt ots pee 
roe Ba 

By | 
as | | 
a ‘es 

i ee 
Eye aa | 

ay a aN 

ee pUTHERS hy) 
S ajSHER? ee 4 | \ 

j \ _—_ m { a | 
a 5 ee | 

; ae ae ee ‘ — - *o- 
) 

| WRITE FoR RATES AND MARKET DATA. = =: | 

by se Te ose MOT Oe OR oe i aie eS <* ee / 

oF . ‘ | 

iw ee 

we ne 

sit - 
ees Be 

ie ee | 

a oe aa ana TR 9 hs ete EE SE, a er! 

es ee OH 
te | 
heyy 
2 aig 
oven | 

fier vite 

aie 

ne | 

ame pe 

i. 

ea es | _ 

peste ee ae 
ake ce 
area 

Se PF 
ee 

mee 
ae 

os 

at | 
sa THE HIGHWAY | } a H | | - | 

. J - i 

ee ee 

Re ec is Be poe g: Eos | 7 es Se ores a eee . 

ahaa a clei Ws i aU SINR 5 Aen eee NN REO NEE ERIM NS RE A ARE NO HR SORE ESE STAN SE R 



1 | no 2. » © 

Ll+l++4+] 

ee ow 

at 

— 

Leading Newspapers 
IN 1949 ADVERTISING LINAGE 

TOTAL LINES AS_MEASURED BY MEDIA RECORDS 

|. Chicago Tribune 

Lines 

41,573,095 * 

2. Milwaukee Journal 

3. Washington Star 

41,107,266 

36,796,885 

4. New York Times 

5. Miami Herald 

36,089,738 % 

35,024,774 City Area 
Includes 4,675,085 lines Limited 

"Zone" Advertising. 

Balanced Nation-Wide Leadership 

in All Major Classifications 
FIRST in Automotive Advertising 

SECOND in Retail Advertising 
(First, excluding New York News Split-run Linage) 

FIRST in Department Store Advertising 

SECOND in General Grocery Advertising 

FOURTH in Classified Advertising 

SEVENTH in General Advertising 

Linage gains in practically all classifica- 
tions contributed to the Journal’s total 
gain of 21% in 1949 over the 1948 total. 
This compared with a gain of 2% by all 
newspapers in the 52 cities reported by 
Media Records, and brought The Journal 
nation-wide leadership in all major classi- 

fications. . 

Leader by a wide margin in ROP Color Advertising 
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THIS IS WHY THE 
JOURNAL-AMERICAN | 

3 of the 
New York Sun’s 
Outstanding Features 

NOW IN THE 

JOURNAL-AMERICAN 
—y Lag = ‘ Se — 

9 a @ 

George E. Subs John 
Sokolsky Goldberg McClain 
Political Comments Political Cartoonist Feature Columnist 

4 

1949 was a “Banner Year” for the Journal- 

American. For the twelve-month period the 

Journal-American published more total adver- 

tising linage than any other evening newspaper 

in New York. The Journal-American was first in 

circulation in the evening field ... reaching 

700,000 New York families every day ... com- 
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Topnotch Features 

Exclusive in the 

JOURNAL- AMERICAN 

Westbrook Pegler Bill Corum 
Political Comments Sports Authority 

George R. Brown Frank Graham 
Washington Correspondent Sports 

Bob Considine Max Kase 
Feature Columnist Sports Editor 

Dorothy Kilgallen Lewis Burton 
Broadway Sports 

Cholly Knickerbocker Michael Gaven 
New York Society Sports . 

Louis Sobol Barney Kremenko 
New York Cavalcade Sports 

E. V. Durling Lester Rice 
Feature Columnist Sports 

Burris Jenkins, Jr. Hugh Bradley 
Political Cartoonist Sports 

Lovella Parsons Leslie Gould 
Hollywood Financial Editor . 

Bob Hope Merryle Rukeyser 
Humor Business and Economics 

Rose Pelswick Lewis Haney . 
Movies Economics and Finance : 

Lawrence Gould Inez Robb 
Mirror of Your Mind Feature Columnist 

Betty Betz Bugs Baer 
Teen-Age Columnist Humor 

Jimmy Hatlo Frank Conniff 
They'll Do It Every Time Feature Columnist a 

Fulton Lewis, Jr. Janet Cooke , 
Political Comments Cooking Editor 

Mary Haworth Karen March } 
Domestic Problems Beauty Editor ; ee 

Henry McLemore Barbara Bruce 7 

j 
Feature Columnist Fashion Editor 

Robert Garland Dr. H. N. Bundesen. 
Dramo Critic Health Authority 

| Miles Kastendieck Don Short | 
pletely dominating all other evening newspapers Music Critic Feavel FORer 

n family audience. In 1950 we intend to con- ne ae - 
inue this progress .. . bringing to New Yorkers FACES OF: a an 2 a 
ye kind of newspaper they have clearly PICTURES GREAT 

Femonstrated they want to read ... and to 
udvertisers the kind of newspaper that increases PAGES OF : WIRE 

ts popularity and productivity each passing day. COMICS SERVICES 

A HEARST NEWSPAPER 
NATIONALLY REPRESENTED BY HEARST ADVERTISING SERVICE 
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No. 3494. $150,000,000 Southern 
Fisheries Market. 

In a _ pocket-size presentation, 

“Facts on America’s Fastest Grow- 

ing Commercial Fishing Mar- 

ket,” Southern Fisherman discusses 
the continuing fishing boom in 

the Maryland-to-Florida-to-Texas 

area, and translates this into terms 

of demand for new boats, engines, 

gas and oil, navigation instruments, 

naval stores, processing machinery, 

cans, cartons, etc. Maps, statistical 

charts, and media data round out 

the picture. 

No. 3496. Twenty-eight Direct Mail 

Idea Starters. 

Rapid Copy Service, Chicago, of- 
fers a new portfolio containing 28 
different samples of recently pro- 

duced direct-mail pieces which 

not only serve to indicate the 

varied possibilities of offset, but 
are idea starters as well. Entitled 
“Offset Lithography Ideas,” the 

portfolio also contains a specifica- 
tion sheet enabling out-of-town 
buyers to get quotations by mail. 

No. 3497. New Study of New Or- 
leans Market. 

The Times-Picayune and New 
Orleans States has prepared a new 
study of its market—‘Standard 

Market Data for New Orleans’— 
in conformity with the ANPA and 

Four A’s forms. Eight pages of 
market data, plus map, and 12 

pages of media data. Supersedes 
previous studies and is available 

for immediate distribution. 

No. 3486. Billion $ to be Spent by 
Petroleum Industry. 

“The 1950 Petroleum Refiner 
Market—How Much? Where? How | 

to Sell It” is the title of a 50-page 

market data book on the domestic 

and export refining, natural gaso- 

line, and petrochemical (synthetic 
rubber, etc.) industries. Showing 

that $1,026,300,000 will be spent 

on construction in 1950, this book 

by Gulf PiPlishing Co. gives an 
analysis of opportunities for equip- 

ment sales to gas and oil process- 
ing plants, figures for the past 10 

years, and forecasts for 1950. 

No. 3499. Nine-Year Trends in 
Beauty Products. 

How is Max Factor doing, versus 

Coty and DuBarry? What’s hap- 
pened to hair curlers since 1941? 
Was leg makeup a war baby? 
What’s the statistical curve for 

home permanents? For professional 
permanents? Where’s the volume 
—through drug stores, department 
stores, or dime stores? The an- 
swers—covering 49 different 

beauty products and toiletries—are 

presented in “Nine Years With the 
Fawcett Beauty Reader Forum,” 
now offered by Fawcett Publica- 
tions. 

No. 3510. Product Use and Brand 
Preference for 152 Consumer 

Items. 

In this new book, “Fourteen 
| Market Comparison of Consumer 

Preferences,” The Milwaukee Jour- 

nal digests product use and brand 

preference in 152 classifications, 

based on surveys in 54 cities by 

14 cooperating newspapers. From 

after-shave lotion to wieners, the 

study gives per cent of families 

buying such products, relative po- 

sition of leading brands, and per- 

centage of leading brands. The 

study is based on surveys of 52,- 

179 families. 

Note: Inquiries for items listed above will not be serviced beyond March 6. 

USE COUPON TO OBTAIN INFORMATION 

100 E. Ohio St., Chicago 11, Ill. 
' Readers Service Dept., ADVERTISING AGE 

! 

| 
| 
I 

Please send me the following (insert number of each item wanted) 

| 
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MAXWELL 
SERVICE 

a fart of your 
SALES DEPARTMENT 

POSTER 
ADVERTISING 

PAINTED DISPLAYS 
e 

SPECTACULAR 

ELECTRICS 

“A. A. REACHES MEN AT 

DECISION-MAKING LEVEL’’ 

Commenting on the fact that the same 
classified copy developed about twice 
as many inquiries from ADVERTIS- 
ING AGE as from another publication, 
this advertiser said: “Evidently the dif- 
ference in the circulation of the two 
publications is that ADVERTISING 
AGE reaches a ey of men 
at the decision- ing levels.” Cor- 
rect! That’s why your classified copy 
placed in these columns will not only 
get more response, but get the kind of 
response you want—inquiries from ex- 
ecutives who can close the deal at 
once! 

HELP WANTED 
FRED J. MASTERSON 

ADVERTISING & PUBLISHING 
PERSONNEL 

All types of positions for men and women 
185 N. Wabash Fr-2-0115 Chicago 

AGENCY SALESMAN WANTED 
Established Chicago agency seeks young 
man with ability to sell agency services. 
Generous compensation and full agency 
help in developing billings. 

Box 2880, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 

EXPERIENCED 
MAIL ORDER EXECUTIVE 

as General Manager of Nationally Known 
Correspondence School. Investment of $20, 
000.00 ($10,000 cash) required. Give qual- 
ifications, photo and proof of financial 
responsibility. 

Box 2891, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 

THE LOUISVILLE 
COURIER-JOURNAL 

...has a permanent position with a real 
future for an experienced advertising copy 
and layout man. Must have ability to plan 
and execute sales presentations and ad- 
vertising programs for both retail and 
local general accounts. 
The man who gets this job will be the 
WORKING HEAD of a stream-lined oper- 
ation within our newspaper advertising 
department Ability determines salary. 
Give age, outline all qualifications and 
experience and state salary requirements. 
Write Garrett Noonan, Advertising Direc- 
tor, Louisville Courier-Journal, Louis- 
ville 2, Kentucky. 
LAYOUT AND COPY ARTIST to join 
company owned agency. Terrific future. 
Present budget app. $125,000. Age 25-40. 
You will be required to display specimens 
and indicate that they are yours. 

Box 2895, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 

YOUNG 
INDUSTRIAL ADVERTISING MAN 

A 69-year old Chicago steel company seeks 
a creative idea and copy man to add to 
its Advertising and Promotion staff. Pre- 
ferably, this man is 22 to 30, a graduate 
in advertising or journalism, has had 2 
to 5 years’ experience writing industrial 
selling copy. He is neither beginner nor 
advertising manager, but advanced enough 
to be a self-starter. He will be writing 
semi-technical copy to every industry in 
catalogs, booklets, folders, external or- 
gans, direct mail and publicity. Market 
research knowledge would be helpful. 
Moderate starting salary with good oppor- 
tunity for advancement. Tell us com- 
pletely about yourself in a sales letter. 

Box 2897, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 

CIRCULATION 
MANAGER 

Chicago publisher of two well-established 
industrial and trade magazines requires 
experienced circulation manager. Record 
in industrial circulation considered es- 
sential. Please submit complete review 
of circulation experience and personal 
background. This can be an outstanding 
opportunity for the right man. 

Box 2900, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 

SALES PROMOTION 
OPPORTUNITY 

One of our clients is about to start an 
aggressive well-rounded sales promotion 
campaign. They will need a bright, aggres- 
sive, alert young fellow to follow through 
on detail. They are a leader in their field, 
which is affiliated with advertising. Lo- 
cation is Northwest Ohio. 

If you are now an assistant adv. mgr. or 
agency junior acct. ex. this could be your 
golden opportunity to show how far good, 
hard work will take you. Starting 
salary $5000. Send biography, experience, 
etc. 

Byer & Bowman Adv. Agency, 203 E. 
Broad St., Columbus 15, Ohio 

ADVERTISING MANAGER for large Chi- 
cago distributor nationally advertised 
hard goods. Young man 28-32 with gen- 
eral background in newspaper, outdoor or 
radio media. Experience as assistant spa- 
ce buyer would also be helpful. Splendid 
opportunity if you will work hard for 
long hours. Salary commensurate with a- 
bility and experience. Write 

Box 2912, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 

Industrial publication seeks unusual young 
space salesman who will merit unusual 
opportunity in the east with. sound, 
fast-growing organization. Must have re- 
cord of success. This is not the type of 
job usually advertised, and the man we 
want wouldn't usually answer such an ad. 
Replies strictly confidential. 

Box 2913, ADVERTISING AGE 

Cath with order 

per 

HELP WANTED 
FOOD WRITER 

A well-established midwest agency is 
seeking a junior account executive with 
creative food experience, to play a key 
role in the servicing of one of America’s 
leading food advertisers. The man we seek 
has the ability to write copy that makes 
taste buds tingle, and has the merchan- 
dising sense and know-how to translate 
the power of his copy to point-of-sale 
effectiveness. He is between 32 and 42 
years of age—possesses a genial per- 
sonality, and an ability not only to cre- 
ate ideas but present them. He has an af- 
finity for work and finds joy in accom- 
plishment. He would like to roll up his 
sleeves and dig in with a gang of men 
who work with their sleeves rolled up 
all the time. He would like to become a 
permanent member of one of the country’s 
fastest-growing agencies. If you are that 
kind of person, write us a brief letter 
giving us your background and qualifica- 
tions. Your reply will be held in the 
strictest confidence. The members of our 
organization have been informed of this 
advertisement. Address your reply to 

Box 2907, ADVERTISING AGE 
100 E. Ohio St.. Chicago 11, Il. 

WANTED — 
A COPY ENGINEER 

Our industrial advertising division is 
growing so rapidly (we are one of the na- 
tion’s leaders in placement of industrial 
advertising) that the Vice President in 
charge of the division needs a topflight 
industrial advertising man to assist him. 
The man he wants has won his spurs 
as a writer of industrial advertising, and 
is ready for greater responsibility. To cap- 
italize on that responsibility, he must 
have a creative imagination and an ana- 
lytical mind that can see in a product or 
a case history its maximum sales possibil- 
ities. Among his attributes would be an 
ability to present his ideas at the exec- 
utive level, and to command the respect 
of management personnel of some of 
America’s largest industrial corporations. 
The man our V.P. wants is probably 
in the neighborhood of 40 years of age, a 
family man who would like to associate 
himself on a permanent basis with an ag- 
gressive, growing agency devoid of stuf- 
fed shirts. Technological training or ed- 
ucation is not a must, but would be help- 
ful. Experience in steel or the metal- 
working field would also be an advantage. 
But the man, not his specific experience, 
is the most important factor. If your ap- 
praisal of yourself approaches this des- 
cription, please write us a letter telling 
us of your experience, your background, 
and your reasons why you believe you are 
qualified. If convenient, send a sample 
of your copy and a photograph. All replies 
will be kept confidential. Exhibits and 
photographs will be returned. Address 
your reply to 

Box 2909, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 

EXECUTIVE TYPE SALESMAN 
Need 5 men to handle the United States 
on the most sensational development in 
outdoor advertising in 50 years. Income 
limited only by your ability and desire to 
produce. Give full details of qualifica- 
tions and background. Also state terri- 
torial boundaries desired. Remuneration 
on a straight commission basis. Only top 
flight men need apply. 

Box 2916, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 

ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS—PLACEMENTS 

209 S State St. Harrison 17-2063 Chicago 

~POSITIONS WANTED 
Sales Executive with creative ability for 
new products & ideas. Experienced in 
point of sale and exhibit display. De- 
sire a responsible firm only. 

Box 2887, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 

IF YOU’RE PROGRESSIVE... 
you should be interested in a live-wire 
who can permanently plug-in to your org- 
anization to head your Promotion or Pub- 
lic Relations Dept. With tremendous drive 
and proven ability, wide experience and 
dynamic enthusiasm plus top-notch fol- 
low-through this man has what you need 
now! Presently stymied by 4A agency, you 
can hire him for decent salary plus good 
future. Free to move anywhere in or out 
of U.S.A. Wants more work, responsibil- 
ity, chance to grow with progressive con- 
cern. 32, married, veteran, college, ex- 
cellent references, good health, ambitious. 

Box 2888, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 

COPYWRITER, SALES PROM. EXPER. 
Knows hard-selling copy. layout, prod’n 
—cons. & trade. Age 30. Chicago pref. 

Box 2892, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 100 E. Ohio St., Chicago 11, Il. 

’ 

Advertising Age, January 23, 1959 

POSITIONS WANTED 

ADVERTISING SPACE SALESMAN ~ 
For Chicago area. Has car, free to tray, 
el. Experienced in industrial and consyp, 
er space sales; adv. agcy bkgrd. Concise, 
complete resume upon request. 

Box 2890, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 

SALES-ADVERTISING MGR. LOOKING 
for greater opportunity. Years hand 
food specialty known coast to coast; sale 
several million and budget half-m 
Network and all media. Will work fm 
$12,000 plus percentage of sales increase 
Forty, healthy, smaller city okay. 

Box 2889, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 

MARKETING RESEARCH EXECUTIVE 
Fifteen years with top-flight ag 
in N. Y. and Chicago. Five years with ng. 
tional publication. Major emphasis hg 
been on food, drugs, electrical houg. 
hold appliances and petroleum product, 
Have organized new department for 
agency as well as assumed executive res. 
ponsibility in existing departments. Now 
want to head research activity for agency 
or publisher—or act as executive agsis. 
tant 

Box 2893, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
SEASONED ADVERTISING AND 

PUBLIC RELATIONS EXPERT 

DESIRES CHANGE 

Nationally known in advertising and pub. 
lic relations professions. Prominent ¢a. 
pable public speaker on sales—advertis. 
ing subjects and in constant demand by 
conventions and civic organizations. Solid 
advertising, sales promotion and public 
relations background in petroleum, con- 
sumer finance and diversified fields 
STRONG on creation. Congenial, ambi- 
tious, work horse. Fully responsible. Un- 
der 50. Approx. $15,000 yearly. 

Box 2894, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 

WHAT CAN YOU OFFER FOR IDEAS? 
Ideas—that are going to waste in Art 
Dept. of large Eastern Outdoor Adv. Co. 
Ideas—plus layouts, pkg., poster, book- 
let design, finished art. Fed up at being 
little fish in big pond, would like to 
try being a whale in a puddle for a 
change. $6500 bait would do to start. 

Box 2896, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 

Young Man—now living in Chicago, with 
three years sales experience in newspaper 
classified, mail-order office selling at 
retail level, and merchandising national 
soft-drink at dealer level desires agency 
connection. Has in mind a medium-sized 
agency in towns such as Minneapolis, Dal- 
las, Houston, Tulsa where a chance to dig 
in and grow exists. Salary no objective, 
but chance to tackle all phases of adver- 
tising problems is. Single, age 27, Univ- 
ersity Grad., nite school in advertising 
and marketing. Reply 

Box 2898, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 

A LOT OF “YOU” 
By a copy man who’s been around long 
enough to know it’s the “YOU” that sells 
...that he'll earn only as he earns for 
you. Successful in direct mail job now 
but wants better opportunity ...and can 
help make it for himself! Wide experience 
direct mail, sales promotion, publication. 
Copy that sings, sizzles, punches, sells 
... or what do you want? Not cheap and 
not upper bracket; shall we talk it over? 

x 2899, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 

Copywriter with creative spark 
initiative, and genuine ability to write 
copy that sells. 5 yrs. exp.—3 with a- 
gency. All media, including TV. Family 
man, age 33. Prefer Chicago. $6500. 

Box 2901, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 

ART DIRECTOR - ILLUSTRATOR 
Art director, now doing an excellent job 
for an agency of outstanding reputation, 
will transfer to an organization that can 
more fully utilize a fine creative skill 
and idea source. Special attention will 
be given replies that indicate a need for 
a volume of superior illustration. Twenty 
years valuable experience on industrial 
and general consumer accounts, regional 
and national. Dependable, sober, congen- 
ial, accustomed to key responsibility and 
a good team worker. Fine creative talent 
and intensely practical, good appearance, 
Christian, 38, married. Good taste, stab- 
ility, sound creative originality and com- 
prehensive technical knowledge in a man 
with a proved record as a_ profitable 
producer. Prefer financial arrangement 
based on minimum and bonus; open to 
other profit-sharing proposals. 

Box 2902, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 

YOUR BIGGEST PROFIT COMES 
from dependable productive men. Unusu- 
ally resourceful imaginative Ad Mer 13 yt 
experience copy, prod’n, layout, planning 
seeks challenging job. M. A. 36 Will re 
locate. 

Box 2903, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 

25 YEARS ADV. EXPERIENCE 
as copywriter, acct. exec., contact, and 
adv. mgr. What agency or manufacturer 
wants the next 25 years? Go anywhere. 

Box 2904, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, mM. 

CRACKERJACK 
$5000.00 Worth of Ad-man available for 

Iding by petent hands. Anywhere. 
Box 2905, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 

Adv. agency & printing production. 2% 
years exp. in all phases. Age 24. -65. 

Box 2906, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 

Adv. Mgr., Hse. Orgn. Edtr., Asst. 35 yrs. 
newspaper, sales, advg, agcy exper. Many 
yrs chg hse orgns, DM, layouts, copy, all 
phases advg. prodctn, buyng, athl-recr and 
P. R. Pract prntr, lithgr, photgr. Do sim- 
pl art, lettrg. Know resrch, media. $4,940. 

Box 2908, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y- 

Feb Grad Missouri U. seeks adv. position 
with Mid West dept. store or nat’! mfgr. 
Training in retail, direct, nat’) adv. 
layout, typo. Retail, direct, telephone; 
sales exper. Available 2/1/50. Contact 
Bill DeRoze, 219 W. Williams Hall, U of 
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Advertising Age, January 23, 1950 

POSITIONS WANTED 

NATION AL ADVERTISING—Sales pro- 
motion mgr. in food field seeks new con- 
nection. Desire to locate in consumer 
goods, possibly with agency having food 
acct. 12 yrs exp., 33 yrs. old. Complete 
resume sent on request. 

Box 2910, ADVERTISING AGE 
100 E. Ohio | St., Chicago 11, IL. 

Medium- -size agency or manufacturer can 
yse my 4% years with large agencies. 
Mostly copy, but considerable contact 
experience. Varied accounts. Strong mer- 
chandising sense, reinforced by former 

POSITIONS WANTED 
SPACE SALESMAN AVAILABLE 

Go-getter for new business. College grad- | 
uate. Well acquainted in Chicago Terr. 

Box 2883, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, ll. 
RADIOACTIVE MIND FOR HIRE 

exper natl promotion, radio & mag news 
editing; adv trnd Columbia M.A. 25, 
single. 

Box 2917, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 

DIRECT MAIL ADVERTISING WOMAN 
Thoroughly experienced in the creation 
and production of sales letters, enclo- 

POSITIONS WANTED 

WHAT’S COOKING? 
Rare copy dish with merchandising sea- 
soning! Here’s a recipe that took 2 
years to develop...is still improving. 
Want a gourmet’s treat? Ingredients are: 
versatile agency writing experience in 
hard and soft lines as follows—national 
consumer, trade paper, retail, dealer aid 
programs, radio and television. Add to 
this a savory pre-aging in retail and 
mail order where sales-tested writing de- 
mands solid merchandising insight. Spice 
the entire batter with a whip-lashing, 
research-digging mind. Mix well with the 

MISCELLANEOUS 

~ FINE AGRICULTURAL ART 

9 fA ang for Folder of Stock Illustrations 
ohn Andrews 1504 Dodge, Omaha, Nebr. 

SALES LETTER NOT PULLING? 
Get criticism, corrective suggestions from 
author “Can I Sell by Mail,” writer for 
top firms. Send your ineffective let- 
ter with $1 to T. Handelman, 509 5th Ave- 
nue, New York City. 

Small advertising agency now in Chicago 
Loop wants to move to near North side 
and redecorate “brownstone.” Wants to 
share space on co-op basis with congenial 

Kern's Signs for ‘Marshal’ 

Kern’s Foods, Los Angeles, has 
signed to sponsor “The Marshal 
of Gunsight Pass” on KECA-TV, 
Los Angeles, for 13 weeks, starting 
Feb. 2. The show will be seen live 
on KECA-TV and video recorded 
for syndicated release to other sta- 
tions throughout the country. 
Lockwood-Shackelford Co. is the 
agency. 

y retail and mail-order jobs. Will con-| sures. folders. Good knowledge of prin-| Shirtsleeve drive it takes to churn an imil poe 
AGE a id to delici ality. Bak a Ss ar group or free lance or space men. 

» IL aoe Bev Sige. 4 =e _ oa invennena’ ye with eldeal wea Sule eeulbe 4 Yoo. Ohi + “ty. cago il, Til. Lever Shifts Crittenton 

CUNYE 100 E. Ohio St., Chicago 11, Ill. 100 E. Ohio St., Chicago 11, Il. oe yw a pom + On SALE et Chas. N. Crittenton, sales man- 
withes — 100 E. Ohio St., Chicago 11, Il. NATIONAL WOMEN’S MAGAZINE | ager of the Pepsodent division of 

nasis has ———- Lever Brothers Co., has been trans- a wrlabiauniaoe national umes wg | ferred to Lever in New York as 
products zi tablished since 1936 Excell : sales manager of the company’s azine es Ss. since fe xcelien 

Li Need a Good Magazine Wanted opportunity at fair price. ‘ bulk edible department. He will e Tes. Pp Box 2918, ADVERTISING AGE ; 
agen po Bey Ey Py 11 E. 47th St., New York 17, N. Y. ave ae of — for Covo one 

selling the advertising space o pub- ————S—————— = ora, the ver vegetable a Advertising Executive? ication we are. privileged fo ere | shortenings manufactured’ for the 
iy . ay, calf for apurene ond canoe", || St Louis Printers Elect a AND Here’s an experienced advertising executive, 35 years deta net tae oun cll the baslaces Leonard B. Brown, A. R. Flem- 

of age, who is thoroughly familiar with the functions and ome — — = 4 in Chicogo, with ||ing Printing Co., has been elected Winans Joins Hal Stebbins 

responsibilities of advertisers and agencies. He has held offices in other cities. Commission basis || president of the Associated Print-| Paul Winans, who has operated 
executive positions with both and knows how to co- only. ers and Lithographers of St. Louis. | his own agency in Los Angeles for 

4 ordinate their activities most efficiently. Box 7527, ADVERTISING AGE Other officers are: Clyde K. Mur-/| the past 20 years, has discontinued 
nant ae : it ! 100 E. Ohio St., Chicago II, Ill, phy, Blackwell Wielandy Co., vice-| his business to join Hal Stebbins 
advertis He’s considered an able administrator, a sound thinker, president; Leo W. Painter, Model|Inc., Los Angeles, as vice-presi- 
mand by a thorough planner, a good speaker. He enjoys working ART SALES Printing Co., secretary, and George | dent. He will head media relations 
_ with people, from office boys to presidents, and has a Large Midwestern Art and Photography ||B. Gannett, Geo. D. Barnard Co.,|in addition to servicing his own 
um, cone knack for inspiring others to do their best work. salesmen. Studio. ts fuly “staffed to handle treasurer. accounts. 

Tanging trom sma spots to compile 

il, ambi- He has been especially commended for his ability to catalogs. The men we seek may not now 
ible. Us: analyze sales problems then plan and direct successful Doses “proper ‘contacts plus the desire ana —_ ~ ck a pangs dense ied N congo 

ales-building advertising and merchandisi igns. > parenaneut ood esumeel il Van Slyck, San Francisco, ade S. Patterson has n ap- 
‘SL . ‘ — a ; alataibeeieaiaiae redaeneets ° room for progress connection offering plenty has been appointed to handle ad-| pointed sales director of Stations 
IDEAS? His background includes eighteen years of advertising 20, “ADVERTISING AGE vertising and public relations of | KCRG and KCRK, owned and op- . . ; : - 100 E. Ohio St., Chicago 11, Il. : Lic ns 
» in Art experience in copy, art and production, media selection, the Guild of Prescription Opticians|erated by the Gazette Company, 
= - market studies, radio, publicity, direct mail and sales CREATIVE ADVERTISING MANAGER of California, Pasadena, and Al’s|Cedar Rapids, Ia. Jack D. Parker 
at being promotion activities. Gesives immediate hesk-up with national see- Men’s Shop, Oakland. Direct mail| has been appointed program di- 
like. ta : , : Cetenl_monusooourer of egenty. 5 ress aue* tis being used by both. rector of the stations. 
lo wee At present he is account executive for a highly re- facturers. Previous Drug and P.R. experience. 
AGE spected New York agency but is anxious to tackle greater eS eat alee eee _- 
N.Y. responsibilities and opportunity as advertising manager agency contact. Know electrical, heme building 
we with for a large national advertiser, or account executive for cialty! Married, ‘29. Guieeee ‘area only! 

tiie od another agency, preferably in New York City. Box 1522, ADVERTISING AGE 
2. 100 E. Ohi hi ill national . ies ; > o St., Chicago 11, . 

3 agency Yes, if you need a good advertising executive — or 
~~ know someone else who does — you should meet this man. ] 
so ta Ycu will find him worth much more than the $17,000 YOUR CLASSIFIED 
iective salary he requires. 

Pan Se } 1 oe ADVERTISEMENT HERE § i T M 
vertising Write: BOX 7521, ADVERTISING AGE ad e 4 r ad I n i n ad n 

AGE 11 East 47th Street, New York 17, N. Y. WILL GET RESULTS Ww - e elle 

7 ith Executive Abilit 
ind long kad y 

—Jy A leading appliance manufacturer, located in wy has an 
job now unusual opportunity for a man between 35 and 40 years of 
— Ss age with the following qualifications: 

— 1. Strong sales background. 
eap and 2. Knowledge of distribution at both whole- or cat EXECUTIVE SALESMAN sowlodige of dist 

sale and retail levels. AGE 
— TO 3. Ability to write about selling. 
> write 4. Experience in conducting sales meetings. 
with a- : 

5. Record of having worked well with large Family - AUGMENT NEW YORK STAFF rages fe, rw nema eg 
Ml. Write fully and please enclose a snapshot of yourself. Members 
— job of our organization know about this ad, and your reply will 
en , P > ° : : 
tation, Substantial 5 figure income selling litho and be held in strict confidence. 
ve skill BOX 7525, ADVERTISING AGE 
on wil : : : ; » Chi 11, 1. , ed fo permanent type displays to national advertisers. a FS See Soe 

wei 

\dustrial 
regional . ° . 
congen- Established New York office. Fine opportunity 
ity and TOP AGENCY EXE | 
e talent 
earance, . e ™ 
estab for a man to increase earnings currently selling SEEKS NEW CONNECTION 
\ 2 ae : F pi — Now General Manager of leading agency. Twenty-year rec- 
—— in the graphic arts field, or now in merchandising ord of brilliant and versatile accomplishment with leading 
sale agencies and important accounts in many fields — especially 
\GE or advertising position with national advertiser. foods, drugs and appliances. Outstanding merchandising 

experience — able copy str st, idea an \ 1 bl P trategist, id d plan man 
Unusu- Subetanticl . Works harmoniously with others. Unusual record for acquir- 
eee ubstantial assignment of accounts. ing and successfully handling major accounts. Interested in 
will re- 5 joining medium sized or large Chicago agency of high stand- 
GE Phone L. A. Sauer January 24 through 27. ards that wants to grow through superlative work and service. 
oe Minimum salary $25,000 plus equitable share of increased 
ct, and profits he helps produce. 
facturer BOX 7524, ADVERTISING AGE 

h . . : DISPLAY CORPORATION NGOS Silo R. Gangs 1. Ul. 

ble for a , 
ywhere 521 Fifth Avenue Murray Hill 7-5122 

z WANTED 
st BROKER REPRESENTATION ON SHORT-RUN 24-SHEET POSTERS 
GE Regular silk-screen and full-color half-tone projection process, 
ll. in following market areas: Philadelphia, Buffalo, Cleveland, St. 
35 yrs. Louis, Dallas and Portland. Established representatives with 
. Many allied non-conflicting lines will find the goodwill and acceptance 
opy, all of our 25-year reputation for service and quality a profitable 
ecr and asset. Write giving us adequate preliminary information: Your 
rt EXPERIENCED DECALCOMANIA MANUFACTURERS SALES ORGANIZATION AGENCY ACCOUNT EXEC age, length of time as broker representative, lines now repre- 
SE SALESMAN WANTED AVAILABLE FOR ADDITIONAL LINES Wants agency connection San Fran- sented and how long. Ya line on us refer Dun & Bradstreet or 
a For Chicago and surrounding territory. in Graphic Arts field on commis- cisco. Now employed West Coast your local outdoor advertising company. 
position Liberal commission. Excellent oppor sion . is—-estabth d New Jer- Teetilies dane = y wet = Write. . 

mt: —s rated * 

! rm building himself s good —— a mime Ooo bracket 9° 38, married. $10,- Fred B. Nicholson, Kubin-Nicholson Corp. 
me Box 7526, ADVERTISING AGE LOUIS FREY SALES ORG. Write Box 7523, ADVERTISING AGE 1570 So. First St., Milwaukee 4, Wisconsin 
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PRINTED ADHESIVE CELLOPHANE TAPE 

Oy SR a, le A gs 

Millett Joins Graver Tank 
Robert F. Millett, formerly in 

charge of midwestern advertising 

for Cities Service Oil Co. (Dela- 

ware) as assistant sales manager, 

has been appointed advertising 

manager of Graver Tank & Mfg. 
Co., East Chicago, Ind. 

HENNEBERRY ROTOGRAVURE CO. 

CATALOGS - 

4001 RAVENSWOOD 

PUBLICATIONS - 

Rotogravure — Colorgravure 

25 Years of Dependable, 

4 Economical Service 

BROCHURES 

Tel. LAkeview 5-8520 

* CHICAGO 13, ILL 

FCC's Jones Claims Manufacturers 

Are Trying to Hold Back Color TV 
New York—Concerted action by 

industry groups, which frequently 
have been more concerned with 
the suppression than the advance- 
ment of art, to prevent the arrival 
of color television may provoke 

the Justice Department to take an 
interest in the situation, Commis- 

sioner Robert F. Jones of the Fed- 
eral Communications Commission 

warned last week. 

He spoke before a meeting of 
the New York chapter of the 
American Marketing Association. 

“It’s strange that some of these 
manufacturers, who have made 
phenomenal profits from the sale 

of black and white receiving sets, 
have spent little or nothing on color 
research of their own or in field 

testing the systems proposed by 

others. Instead of offering us the 

Prominent Users of Strathmore Letterhead Papers: No. 85 of a Series 

“Signing the Declaration of 
Independence.” In this same room 
the Insurance Company of North 
America was founded in 1792. 

Benjamin Rush, great-grandson of a 
signer of the Declaration, was 
president of the North America 

for many years. 

Wee se i 

Tradition expressed } 

through STRATHMORE 

| 

C Noith & Noneuca G ompanes 

000 Aeck Novel 

Philadelphia 

The Insurance Company of North America, first capital stock 

fire and marine insurance company founded in this country, 
started in December, 1792, by underwriting vessels and car- 
goes leaving Philadelphia. Today North America writes prac- 
tically all types of insurance except life . . . has operated during 
the administration of every president of the United States. « 

Obviously a company so rich in tradition requires a quality 
letterhead. Accordingly, North America Companies, which 
consists of the Insurance Company of North America and its 

affiliates, uses a Strathmore letterhead paper. ; 

If your present letterhead does not fully express the prestige 
of your firm, ask your supplier to submit new cong on 
Strathmore papers. 

Strathmore Letterhead Papers: 

Bond, Alexandra Brilliant, 
Strathmore Parchment, Strathmore Script, Thistlemark 

Bay Path Bond, Strathmore Writing, Strathmore Bond. 

STRATHMORE 
Strathm pre Paper Company, West S 

MAKERS 

OF FINE 

PAPERS 

»ringfield, Massachusetts 

results of field tests, we are of- 
fered new forms of advisory com- 
mittees—committees which are but 
a part of a general scheme which 

frequently reminds me of the in- 

terlocking directorates the public 

utilities used in the heyday of that 
industry,” Mr. Jones said. 

“No matter where the commis- 
sion turns to get advice to help solve 
its engineering problems, large in- 

dustry interests are represented in 

one form or another. These ad- 
visory committees could serve a 

wonderful function if they did the 

job they purport to do. But fre- 
quently the record establishes not 

the advancement of the art but 
the suppression of the art.” 

ws Unhappily, Mr. Jones said, the 
FCC, in its efforts to provide a 
b&w TV system to serve all the 

American people, has likewise had 

little helpful guidance from the in- 

dustry. He pointed out that New 

York City was given seven chan- 
nels at the expense of smaller cities 

in this state and Connecticut—on 
the advice of Television Broad- 
casters Association. 

“Now it seems to me that sci- 

entists in the industry should have 

been aware of the fallacy of as- 
signing seven stations to New York 

City—the lack of a chance to serve 

the smaller communities. And to 
the mind of a scientist the course 

should have been clear that it was 
necessary to start an immediate 

search for the propagation and 

equipment answers to UHF com- 
mercial operation. Keeping their 

eyes on the merchandising inter- 

ests of their bosses, the scientists 

of the industry just could not give 

their attentions to the UHF—the 

means by which all the American 

people would get television,” he 

said. 

® Occupied with “getting away 
with as much as they could so| Sie 

long as their employers could get 

the stations they wanted,” indus- 

try scientists “didn’t solve their 

merchandising problem even in the 

present VHF since it has been 
found that the service areas are 

suffering from assignments too 

close together,” Mr. Jones asserted. 

The industry record for radio as 

recounted by the commissioner 

also was full of shortcomings. 

“Radio scientists—men of great 

reputation in the electronics field 
—have distinguished themselves 

more by solving merchandising 

and economic problems than they 

have by providing an adequate 
broadcasting service to the people 

of America,” he said. 

He added that broadcasters, by 

concentrating on radio as_ the 

“medium which reaches the mass 

purchasing power of America,” 

have “all too often forgotten the 

great promise it held out for the 
little towns and small cities... 

= “It is, therefore, not surprising 

that frequency modulation broad- 

casting does not have the same 
appeal to private enterprise it has 
to the commission. It was a rain- 

bow on the horizon for the com- 
mission because its characteristics 
were made to order to solve the 

commission’s problems. It could 
serve anybody in the United States 
and was static free. 

“And what happened to that 

rosy picture? Over 1,000 licensees 
apparently caught the dream of 

FM’s place in aural broadcasting. 
The commission carefully allocated 

its channels to metropolitan, ur- 

ban and rural areas with limits 

on power to insure that every 

American would have a choice of 
listening pleasure... 

“Major figures in the industry, 

particularly’ the networks, prom- 

ised the commission they would 
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MEDAL—A. H. Pond Co., Syracuse, fea- 
tures its Fashion Academy 1950 gold 
medal award in black and white ads 
like this one for Keepsake diamond rings, 
scheduled for 11 national magazines this 
spring. Flack Advertising Agency, New 

York, has the account. 

utilize the full capacity of this 

wonder of sound. The truth is, 
however, that no network pro- 

grams are sent over the telephone 

lines which have a greater sound 
fidelity than just plain old AM 
broadcasting. Even if it were true 
that affiliates were not interested 

in high fidelity, the networks 

themselves owed the duty of tying 
together their own (owned and 

operated) stations in distant cities 
with 15,000-cycle high fidelity con- 
nections.” 

Buick Division Promotes 
]. H. Scudder and R. E. Rudd 

Buick Motor division, General 
Motors Corp., has appointed John 
H. Scudder, formerly sales promo- 

tion director, as 
director of mer- 
chandising. Mr. 
Scudder, who 
joined Buick in 
1946 as a claims 
manager, became 
director of sales 
promotion last 
August. 

Mr. Scudder 
succeeds Robert 
E. Rudd, who has 
been named as- 
sistant general 

sales manager. Mr. Rudd joined 
Buick in 1940 as district manager 
in the Chicago office. 

J. H. Scudder 

Survey Shows 17 out of 100 
Families to Buy TV Sets 

Seventeen families in every 100 
in the Twin Cities and suburbs 
currently expect to buy television 
sets within the next year, accord- 
ing to a study by the Minneapolis 
Sunday Tribune. If their expecta- 
tions are fulfilled, this would mean 
almost one family in every four 
(23%) would own a set in the 
metropolitan area one year from 
now. Six families per 100 in the 
area already own TV sets. 

Starts ‘Florida Hotel News’ 
The Miami Beach Hotel Asso- 

ciation, 1655 Drexel Ave., Miami 
Beach, will begin publication this 
month of Florida Hotel News, a 
monthly trade publication for the 
Florida hotel industry. The format 
will be a newspaper makeup in 
magazine size on coated stock. Tom 
Johnson is advertising manager. 

Walden Joins McCreery 
Charles K. Walden, a partner 

in the recently dissolved Boone, 
Sugg, Tevis & Walden agency, San 
Francisco, has joined the San 
Francisco office of Walter Mc- 
Creery Inc. as account executive. 

SEL L 

Put your sales message on signs that 
are talked about and remembered 

PAINTED DISPLAYS® « NEON SIONS 
*  CHOICEST LOCATION 

STERLING NEON SIGN co. 
2706 Collingsworth Houston Il, Texes 
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Permission to 

Use FM Channels 

Sought by Musak 
New YorK—Muzak Corp. will 

file a petition with the Federal 
Communications Commission early 

this week requesting permission to 
use FM frequencies as a means of 
supplying Muzak’s background 

music to subscribers across the 

country. 

“At the present time certain FM 
stations in scattered parts of the 

country are utilizing the super- 
sonic signal in connection with 

broadcasts of so-called background 

music and renting the necessary 

receiving equipment to commer- 

cial establishments,” Harry E. 
Houghton, president of Muzak, 

pointed out. 

s “Under the existing regulations 

of FCC, these stations are violating 
at least five specific rules, as well 

as the general policies of the FCC 

relating to FM station operations, 
in the opinion of counsel for Mu- 

zak,” he continued. 

Muzak currently has a network 

of 75 franchise studios, which 

transmit music to restaurants, ho- 

tels, factories, banks, etc., in 200 

cities via high fidelity telephone 

lines. The music service company 

will ask the FCC to amend its 
rules to permit Muzak to be trans- 

mitted over FM. 
Muzak will be joined in its peti- 

tion by a number of its franchise 
holders, who are owners of FM 

stations. 

s The petition will request amend- 

ment of specific regulations “to 
authorize use of supersonic emmis- 

sion on the transmitter, to permit 

Muzak and others to enter into 

special contracts with FM stations 
on an affiliation basis to provide 

this service, to modify the pres- 

ent requirements which prohibit 

the installation of additional equip- 

ment in the transmitters of FM 

stations, and to amend other regu- 

lations relating to station identi- 
fication, identification of musical 

records and announcement of spon- 

sored programs.” 

Muzak reported it had sounded 
out the commission on its attitude 

toward this proposed usage of FM 
in August, 1949. At that time the 

FCC reminded Muzak of the regu- 
lation providing that a “licensee of 

an FM station shall make separate 

station announcement (call letters 
and location) for such station” at 
periodic intervals. 

® Pending determination of the 
matter, Muzak will request the 

Commission to “advise all FM 
broadcast licensees that the ser- 
vice which some of them are now 

performing by the use of a super- 
sonic signal and the sale of such 

Service to multiple addresses di- 
rectly or indirectly, either by the 

station itself or through an agency, 

is contrary to the commission’s reg- 

ulations and policy” as they now 
stand. 

Muzak’s petition also requests 
the use of special multiplexing to 
Provide different programs for 
varied types of subscribers. 

Appoints DuBois & Co. 
National Adequate Wiring Bu- 

reau, National Electrical Manufac- 
turers Association, New York, has 
appointed Geer, DuBois & Co., New 
York, to handle advertising in bus- 
iness papers for its builder and 
ome economics campaigns. Ralph 

. Jones Co. formerly serviced the 
account. 

Adds Harry Lawrence to Staff 
Harry P. Lawrence, formerly 

vice-president and director of First 
Inland Credit Corp., has joined 
American National Bank & Trust 
Co. of Chicago. 

Silex Set to Offer Dealers 
New Guaranteed Sales Plan 
Silex Co., Hartford, has advanced 

a new plan for merchandising 
its coffee makers. Dealers will be 
offered a “balanced assortment 
pack” of Silex products with a 
guarantee that sales during a six- 
month period will be equal to the 
list value of the merchandise pur- 
chased in the pack. If, at the end 
of the six months, sales do not 
equal this list value, Silex guaran- 
tees the dealer credit on the un- 
sold items. 

The pack has a total list value 
of $63.08, plus $1.62 federal excise 
tax. Dealers will receive the full 
case at 40% discount, making their 
entire cost $39.47, including tax. 

San Francisco Agency Moves 
Conner, Jackson, Walker & Mc- 

Clure, San Francisco, has moved 
to new quarters in the Sheldon 
Bldg., 461 Market St. 

Haas Elected Head of Bussey 
M. E. Haas, vice-president, has 

been elected president of Bussey 
Products Co., Chicago, poultry and 
farm equipment. 

Hallicrafters Drive 

Keyed to Black Tube 

and Mutual Program 
Cuicaco—Hallicrafters Co., which 

expects to do a 1950 volume of 

$25,000,000, will key its promotion 

to its quarter-hour Mutual show, 
“Hollywood Quiz.” 

The program, aired over a net- 

work of 60 Mutual stations in tele- 

vision markets, is broadcast from 

5:45 to 6 p. m. in each time zone. 

Featured in the company’s radio 
advertising—and in co-op newspa- 

per, car card and direct mail copy 

—will be the new rectangular tube. 
Dealer publications will also be 
used. 

Hallicrafters was one of the first 
to offer the black, rectangular tube 

in sets and has been stockpiling 
them since Dec, 1 in order to meet 

the expected demand early this 

year. 
As selling becomes more com- 

petitive later in the year, the com- 

pany will build distributor and 

dealer cooperation in using the 
mail received from the radio show 

for prospect leads. 

Sorensen & Co. directs the ac- 

count. 

Sylvania Names Fitzsimmons 
Sylvania Electric Products has 

appointed E. Gayle Fitzsimmons, 
formerly with Martin Wright & 
Associates, to head employe com- 
munications activities. Engaged in 
consulting work for Sylvania for 
the past two years, Mr. Fitzsim- 
mons will be responsible for the 
company’s industrial relations pub- 
lications. 
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TWA Names 2 Ad Managers 
Trans World Airline has named 

Samuel Henry Jr., formerly in 
charge of advertising on overseas 
routes, and H. G. Riegner, pre- 
viously heading domestic adver- 
tising, as assistant advertising di- 
rectors. Mr. Henry will be in 
charge of all media advertising, 
and Mr. Riegner will direct the 
creation, production and distribu- 
tion of TWA promotional items. 

BBDO Resigns Sta-Neet 
Batten, Barton, Durstine & Os- 

born, Los Angeles, has resigned 
the Sta-Neet hair trimmer account. 
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January Advertising Pages and Linage in National Magazi 
——-Pages——_—_—. ———_Lines——_,, -——_—— Pages—_——. —-———Lines— 

Jan. Jan. Jan. Jan. | 5 = = Jan. Jan. Jan. Jan 
1950 1949 1950 1949 . 1950 1949 1950 1949 

General ei —~ “pode — sSereenland Unit ............... 17.200 — 7,365 

hee Fiction Group os... oo. -. 210083 aoa seiaitilll ei muaplighball bed mighaese ||. eee Ye 
merican FOrOStS «266s cccwnnne . . 5 1949) ne " 

ie Gee 339 387)ahonc: «2k 77.114 | nf) 634,054 | iui )o5,468 ac OR RS a ae 
American Legion ............... 15.0 12.3 6,316 5,170 Western Family: : ; 
Amariean Magazine ............ 23.0 315 9,648 13,247 - os a Southwest Edition ............ 23.5 27.6 10,069 11,820 
\egosy 1 es 5 On Ap ees 9.5 10.0 4,054 4,271 ja *Northwest Edition .......... 21.9 20.7 9,376 8,889 
Atlantic Monthly ............. 12.3 13.0 5,152 5,445 , 748 vec 4393, 70/ | INN) 95, 998 Woman’s Day (Nat'l) .......... 38.6 37.6 16,559 16,135 
Better Homes & Gardens ........ 62.1 70.9 39,261 44,801 26,874 Nov 465/008 \ SR 222,074 i  tinckcancas xs 41.0 41.3 17,589 17,697 
SD UD 96 cbc shee sve 34.2 30.8 14,661 13,228 wes Woman's Home panion ...... 48.4 50.0 32,883 33,981 
Columbia ATE oA aaa &0 os $407 4 273594 met 4460,6968| Sel) 92 708 Total Growp ......cccscecces 11243 1,243.2 568,630 634,054 

MUGS cc cc meses eeseseseeese ly d " * 

Cosmopolitan .................- 30.1 38.5 12,905 16,524 Not included in totals. ‘Smailer page size 1950. 

Dell Men’s Group ............-. 13.4 13.4 5,728 5,738 Payes Lines. | Outdoor 
ED soc costedssevees et 36.2 31.5 15,204 13,238 Jan. Jan. dan. Jan. | American Rifleman ............ 42.9 41.7 18,397 17,889 
IMD .xccccdcccevesss 4.2 4.0 1,747 1,680 1950 1949 1950 1949 | Field & Stream ................ 30.3 39.2 067 16,838 
RE Ye A 26.6 20.1 18,109 13,668 | Dell Modern Group Re ci. yy + wad da ye de 20.5 22.3 8 9,580 

Te een le boe bet idc0 0 Hee 4.7 5.8 2,029 2,467 n Romances ............ 15.9 18.0 6,802 7, Hunting & Fishing ............ 112 12.6 : 5,425 
reevire ina tay 61.4 59.5 41,764 40,488| Modern Screen .............. 22.1 20.8 9,462 8,933 | Outdoor Life .................. 25.8 33.1 11,077 14,181 
NS ler oie oaed cue nctat Os 24.0 12.2 16,488 8.409| Screen Stories ............... 19.9 19.1 8,539 RE aids vcks dco ndidvesse 10.5 22.1 4, 9,470 
ok. ewe Gaddaenvn 63.3 89.5 39,974 56,564 | Family Circle (Nat'l). .......... 20.7 19.3 8,879 8,264 | Sports Afield ................- 33.4 35.4 14,312 15,187 
Harper's Magazine ............. 14.1 14.1 5,920 5,923| _ *All Editions ..............+. 34.1 30.8 14611 13,219) Total Group ................ 1746 2064 74,924 “88,570 
fos ncuanveusye 35.2 39.4 23,948 26,759 

House Beautiful ............... 33.6 40.5 21,256 25,568 19.0 19.5 8,154 8,372| Youth 
House & Garden ............... 44.5 47.6 28,113 30,087 18.9 19.4 8,113 8,326 | The American Girl ............. 10.2 6.2 4,371 2,669 
*Improvement Era .............. 20.7 —_— 8,866 20.7 21.7 8,836 ty) appr sert 5.6 8.1 3,795 5,523 
 Dodib deb ivelicbe sda ee 21.4 18 14,609 8,050 41.2 59.9 17,686 25,718 | Senior Prom ............-0.00+ 12.8 9.4 5,501 4,030 
are on oe c5cath sess 6.7 10.4 2,858 4,463 62.6 66.1 862 IE Bik a.0' cin 6a veweien o's 15 0.6 . 635 266 
Mactadden, Men s Ate ogeaveds 73 2] 2s 115 66.3 87.5 41,870 55,296 | “#Open Road .................. 5.1 — te - 
echanix Illustrated ............ ° ‘ ’ “30.1 24.3 14.302 12 ans 

Mtr Boating oo 1707 170.3 100,352 100.356 171 162 7.323 6.974) Sot incluged in batalla January, 1948, isu, AR 
ationa r e. a » ° ’ ’ 

Nation's Business . 25.5 24.3 10,949 10,444 11.4 12.0 4,889 5,130 | Comics Magazines 
Nature Magazine .. 2.0 2.3 843 992 17.1 16.2 7,323 6,974 | +archie Comics ................ 6.5 5.0 2,457 1,890 
Our World ....... 20.5 8.3 13,979 ere 12.3 12.5 5,301 8,800 | Famous Funnies ...... 3.0 5.0 1161 11935 
Popular Fiction Group .......... 11.7 11.9 2,630 EMI occ ccicesboessessvcs 26.5 28.1 11,382 12,054 | Faweett Comics Group g5 75 3'213 2'838 
Popular Mechanics ............- 133.8 149.5 29,974 33,488 | Ideal Women’s Group: +Harvey Comics Group ... 6.1 5.5 2,305 2'079 
i ME + ccctecccesesee 132.0 138.6 29,568 . 31,055 Intimate Romances ........... 16.3 15.2 7,006 6,543 | Lev Gleason Publications . 9.7 4.7 3,654 1.764 
PYOMONAER on cece ccescerecees 26.6 26.3 11,400 11.290 DEM Dedebaccevecesesss 15.6 21.2 6,696 9,099 | Marvel Comics Group: : 

Eh 6500+ (¢ ¢hanaes Coens 14.6 18.1 6,274 7,745 Movie Stars Parade .......... 15.5 21.0 6,692 9,045 (Total 3 Units) ............ 29.0 16.8 10,962 6,330 
SD wees oc ccsergdbesseaur? 44 6.8 1,886 2,933| Personal Romances ............ 15.3 19.5 6,567 8,399 ea aac A amma a 9.0 6.0 3,402 2.268 

Cindie ine ess oDae ya Gnas 5.1 7.4 2,190 3,175 | Ladies’ Home Journal .......... 64.8 73.3 44,068 49,827} *Blue Unit ................. 10.0 48 3,780 1,794 
SRS PSS PR: 6 46.8 a | wr True Story Women’s Group: . [fae p rrr 10.0 6.0 3,780 2,268 

Thrilling Fiction Grp. .....-...- x 18.7 , "186 Radio & Television Mirror ...... 15.2 14.4 6,535 6,157 | National Comics Group: 
Town & Country .......--+-++++ ; 7 i 73 _ ie. Serpe eeietpey 23.2 21.4 9,984 9,172| (Total 2 Units) .............. 1L5 21.0 4,358 7,938 
ye er crsrexe «Core haess <x = 44 4 4 Experiences iiettvcet act 16.2 15-0 6,987 6,424 shed Unit ete oe pac. 5 63 125 2,363 4:725 

Coe ererecscsreseseces . " y rue Love ie seneneanbées ‘ f . > arr J 3,213 
Vachting ......ceeeeececeeeeee aoe 150.6 _ 84,966 88,553! True Romances .............. 16.7 16.5 7,176 7,093 | Standard Comics Group .......... 5.5 4.0 2,079 1512 
EU sbvadsampeges 1,547.1 1633.1 737,785 771,114] True Story ...............-- 34.8 32.3 14,927 13,861 | *Star Comics Group ............ 7.0 — py 
*Not included in totals. ‘Larger page size 1950. *Jan.-Feb., 1950, issues combined. ERY SRT TS 60.8 91.7 26,097 G9 398 | STVUE GOMES cc cccccccccssacecs 15 _28 oe 1,116 

PT kh cbse keeense4eee eet 44,7 53.3 370 36,224 4 a ee 81.3 72.3 748 27,399 
Women Parents’ (Nat'l) .........-.005: 33.6 35.7 14,391 15,301 | *Not included in totais. {January-February issues combined. "a. Feb., 1950, 
EAs o 04s vebsbuabedsehoun 34.4 42.9 14,764 18,410 | Parents’ (N. Y. Metro. Ed.) .... 40.6 42.9 17,434 18,435 issues combined; smaller page size beginning Dec., 1949. 

‘De hte ay D a aad | > ~ ay oR c. n.- n.-Dec. ec. ec. n.-Dec. - - 1949 1948 1949 ‘i948 1949 1948 1949 i948 o-. c. pee “Jan.-Dec. Jan.-Dec. oe. Dec. as Jan. -Dec. 

Weeklies, Bi-Weeklies, Semi-Monthlies—December and Year 1866- 1949 Canadian National Weekend Newspapers (Rotogravure Linage) 
American Weekly ...........- 50.6 65.0 818.5 862.7 50,576 5,008 18,482 $62,004 | La Palle .....0ccecccccscess 2.6 455.7 35,324 32,595 446,170 455,680 
“Business Week ............ 272.8 5 3,507.5 3,694.6 114,564 108581 1a73. Get «& ol re“ peepeeepeseeneesse 203 339 4748 40,458 33,963 474,535 488,897 
ristian Advocate ........... 20.3 17.4 212.8 225.9 8,406 7,3 40 94,928 | Standard .................. 42.1 40.7 531.1 559.3 42, 40,69 531,066 559.294 

sCollier's nat ac MRC Pye 135.2 191.6 1,665.4 2,157.0 91,964 130,263 1,132,443 1,466,750 Se pepeeee perenne 53.7 44.9 672.5 667.9 51,012 42,672 638,833 634, 
SPEER EEE EEL , . i ; f : —— — mM. 7 —_ os 4 
f or ferevesesepsenteresss 205 209 258 ‘ 368.5 ‘a7 “6.388 ize aed 156,775 ea eee 171.6 152.1 2,124.3 2,171.8 168,892 ~149,921 ~2,090,604 ~ 2,138,333 

ea cecdescedaneaedwides . A , ‘ ¢ . . dan. Jan Jan. -Dec. jan.- e d 
ides sonsdesetenankiahs 260.6 269.4 3,546.7 3,793.3 177,149 183,174 2,411,762 2,579,474 we Om” “SS CO = “22 =e 

Doin Luaee dt eaeea 136.2 1188 1,365.6 1,209.4 92,632 80,75 928,6 , Canadian 

Merveh vias iain’. Hag HRS Hames MGS WSS atta Mine baba ew mes Magazine . \ 800. 714. , , 530, 457, Canadian Home Journal ........ 19.5 20.7 —_— —=- 1998 14) 
New Y 346.3 306.1 3,106.1 3,137.4 148,568 131,332 1,332,534 1,345,932 Canadian Homes & Gardens . 27.5 25.2 — — 18,509 16/968 

ee ee 28.5 25.4 431.7 .5 24,192 1,60 366,92 326,814 | Chatelaine 18.8 20.2 awe — 12,808 13,717 commas 
Pathfinder ae 27.8 37.9 494.3 483.3 11910 16,251 212,057 207,378 | Maclean's ... 28.8 33.0 —— — 19,556 2,4 pana 
Saturday Evening Post ........ 283.9 308.3 4,131.8 4,351.0 193,030 209,649 2,809,640 2,958,680 | “*Mayfair 72.3 81.9 700.8 810.4 48,600 55,012 470,908 544,620 
<Saturday Review of Literature .. 61.3 44.0 633.5 490.5 26,289 18,877 271,790 210,408 | National Home Monih'y ........ 13.5 118 a ——= $228 8,041 ae 
Scholastic Magazines .......... 14.7 20.8 186. 241.3 6,156 8,726 78,411 101,359 | New Liberty ................. 115 8.6 — —— 4954 3,809 mena 

FE avornnavees 29.4 39.4 332.4 310.3 31,428 42,179 355.6 1,995 | Reader's Digest: 
this MERC hs alec ceeds 47.3 45.4 667.3 703.6 40,217 6 567,190 5| French Edition ............ 27.0 15.0 — — 4914 2,730 
Ee orale crakns 235.2 261.7 3,314.5 3,578.8 98,787 109,933 1,392,083  1,503,115| English Edition ............ 25.5 16.0 ome — 6608 2.912 

teU. S. News & World Report 72.3 84.4 1,077.0 1,188.0 30,359 35,444 452,340 960 | Revue Populaire, La .......... 11.6 11.4 aioe o=—=  §199 7,996 
WO, PID aso c cc ccheo ns 3452.2 2, 2545.7 31,185.7 32,862.9 1,393,701 1,460,698 18,025,306 18,931,841 | “Samedi, Le ................ 308 347 4115 444.4 21,532 24,265 288,054 311,097 
#Five issues 1949; four issues 1948, Two issues 1949; three issues 1948. ‘Four issues 1949; five issues 1948. “Eastern| Total Group ............... 183.7 161.9 =:1,112.2 1,254.8 95,938 92,705 758,962 855,717 
edition only. °Five issues both years. {Fifty-three issues 1949; 52 issues 1948. {Fifty-two issues 1949; 53 issues 1948. *December linaye. Cumulative totals are for January-December period. ‘Twelve issues 1949; 11 issues 1948. 

January Advertising Pages and Linage in Farm Publications 
Current Month Com- Current Month Com- 
mercial Display, ex- mercial Display, ex- 

--Total Adv. Total Adv.—, cluding Poultry, Tn Adv. Total Adv.— ciuding Poultry, 
In Pages In Lines Classified and Live- In Pages In Lines Classif.ed and Live- sz 464,501 

Jan. dan. Jan. Jan. stock, In Lines Jan, Jan. Jan. Jan. _— stock, In Lines 405,017 
1950 1949 1950 194 1950 1949 = R 1950 a49 950 1949 1950 194 wm ‘ 

azin rkansas Farmer ....... .0 \ 316 7,338 7,669 6,614 Saal 499,002 

Farm Mag es Better Farming Methods. 46.6 27.0 19.989 11,567 19,663 11,567 = Capper’s Farmer ....... 37.2 429 25,316 29,158 23,249 27,022 | pee calm as fan cen ‘Kees cee hae — — 
Country Gentleman 71.8 84.6 48,814 57,509 43,618  52,745| Detter Fru ........... : . ’ q ’ " is Cons 
Farm Journal .......... 67.4 69.7 29,839 25,006 26,085 Breeder’s Gazette ....... 21.3 20.3 9,588 9,148 5,271 6,803 wee pare 

Farm & Ranch with . . : California Citrograph .... 23.9 25.4 16,030 17,045 15,806 16,793 uh 27340 orc Bl 740778 oe. ba) 266,809 
Southern Agriculturist : Cattleman, The ......... 115.0 130.0 48,307 54,638 20,499 23,271 ap 4 
*Eastern Edition ..... 29.0 —— 19,897 ———— 18,277 ———| Electricity on the 74,396 64479 Won FE 295, 90. 444,098 
Western Edition ...... 43.0 30.7 28,950 21,516 26,740 18,532| Farm .............. 7.4 128 2,665 4,603 2,665  4,603| |rss 00 940 00 

‘Progressive Farmer: Farmer-Stockman ....... 25.3 29.9 19,285 22.767 15.961 20.992 neh ~ 692 ne) $5,600 well 6,820 | ef 281.564 
Carolina-Va. Edition .. 60.3 58.8 40,990 42,811 36,732  38,155| Florida Cattleman ...... 52.0 54.5 21,853 22,907 8682 8,298 
Ga.-Ala.-Fla. Edition... 61.0 59.4 41,460 43,244 37,314  38,467| Florida Grower ........ 18.7 16.5 12,775 11,262 12,150 10,654 
Ky.-Tenn.-W. Va. e*Idaho Granger ...... 9.2 7.8 10,055 8,498 10,024 8,400 pment =| Soe Com- 
ER SE 56.2 57.6 38,183 41,993 34,643 37,722| Kentucky Farmer ...... 17.4 20.0 13,638 15,707 11,712 13,811 Total Aé Tete Ade loatan Pocttrs 

Miss.-La.-Ark. Edition. 56.8 55.2 597 188 34,075 »144 | Michigan Farm News .... 20 16 £3682 4620 3622 4, - In >. ve —_ al Adv. cluding Poultry, 
Texas Edition ........ 62.1 59.8 42,249 43,537 36,917 37,412) National Live Stock P " 7 n Lines Classified and Live- 

*In all 5 Editions .... 49.6 49.8 33,745 36,243 31,145 33,017| Producer ............ 72 89 5215 6,494 5,038 6,240 1950 ‘1549 = = en ee 
*Aaver. 5 Editions .... 59.3 58.2 40,296 42,342 35,936 37,180 | o*Nation’s Agricuitue .. 87 68 3,904 3,057 3,904 3,057 349 1950-194 

Successful a ee 67.9 77.0 30,553 34,652 28,394 32,230] New Jersey Farm “Wyoming Stockman- 
Total Group ........ yl 595.7 , Rath 007 sto to 5 26,688 342, 514 ot Garden ae 43.7 48.4 19,680 21,803 14,294 15,715| Farmer ............. 16.2 124 14,504 11,130 12,264 9,786 
*Not included in totals. ‘ ate publications mparative figures io Farm Bureau Tetal Grows ......... 
1949 are those of Southern Agriculturist. “Smaller page size 1950. ee ia hins's oe 7.7 125 3459 5,625 3, 5,300| Not inclened in totals ot OeeT 469,501 499,002 301,400 303,860 

Monthlies Pacific Poultryman avy 43.5 39.8 18,673 17, 7,212 = 7,630 
‘oultry tribune: 

Agricultural Leaders’ Eastern Edition ...... 70.4 68.4 30201 29, 14,631 12,67| Newspaper Monthly Farm Sections 
ME. cs dihtscec ess 21.5 27.8 4,151 5,439 4,151 5,439] Central Edition ...... 55.7 57.2 23,897 24,533 12,891 11,948] Iowa Farm & Home 

American Fruit Grower .. 41.3 34.1 17,603 14,566 17,348 14,366| Western Edition ...... 49.7 51.7 21,330 22,187 11,951 11,030/ Register ............ 15.0 15.2 16,109 16,267 15,311 15,700 
American Poultry Jourra’: *In all 3 Editions .... 44.4 46.1 ,038 19,791 11,149 10,604/| Rural Gravure ......... 4.7 4.4 4,748 4,424 4,748 4,424 

Esser alton asa $09 19,493 21838 91368 81867 | Southern Planter... 207 30:9 18695 21'608 16-291 19,424 | $tar-Telenram Ranch Central Edition ....... y / , ‘ uthern Planter ....... 4 Y y " ‘ y 9 

Western Edition ...... 6 45.4 16,563 19, 8187  .394| Western Dairy Journal... 39.4 352 16551 14:815 11:522 11,056| * Farm News ......... 121 16.2 13,860 17,206 11,719 16,196 
*In all 3 Editions 34.8 41.3 14.926 17,717 7.935 7,700! Western Livestock Journal 85.0 117.0 35,704 49,119 15,159 13,573| Total Group ......... 31.8 35.8 34,717 37,897 31,778 36,320 

Current Month Com- Current Month Com- 
mercial Display, ex- tye mercial Display, ex- 

-—Total Advertising, In —_ -———Total Advertising, In Lines———— cluding Poultry, -—Total mee In Pages— -——Total Advertising, In Lines———. cluding Poultry, 
Jan- Jan- Jan- Classified and Live- jan. Jan- Jan- dJan- Classified and Live- 

Loo oe Dec. Dec. a= Dec. Dec. Dec. stock, In Lines Dec. Dec. Dec. Dec. Dec. Dec. Dec. c. stock, In Lines 
1949 1948 949 1948 1949 1948 1949 1949 1948 1949 9 1948 194 

Semi-Monthlies—December and Year | 948-1 949 Missouri Ruralist ..... 15.7 
American Agriculturist . 319.6 358.7 181 24,356 32,654 261,195 19,186 21,296 | Montana Farmer ...... 31.7 
California Grange News . me 28 387.0 333.5 32,088 419,852 361,872 31,871 26,516, Nebraska Farmer 48.1 
Colorado Rancher and | New England Homestead 26.7 

Spry 14.7 9 311.0 302.1 11,127 488 235,140 228,307 10,891 8,440 Ohio Farmer ........ 30.6 
Cooperative Digest .... 31.0 31.0 163.0 196.0 6,510 6,510 34, 41,160 6,510 6,510 Oregon Farmer ...... 27.0 
Dakota Farmer ....... 38.7 37.3 709.7 666.0 30,332 29,303 556,423 522,166 28,668 27,407 *Oregon Grange Bulletin 14.0 
Farmer, The ......... 41.3 40.0 761.9 694.5 32,368 31,359 597,320 544,481 27,361 26,072 Pennsylvania Farmer .. 28.6 
Hoard's Dairyman .... 34.1 289 459.8 494.8 24,829 21,06 334,761 360,243 (523 16,749 Prairie Farmer ...... 39.0 
Idaho Farmer ........ 29.3 27.7 497.5 496.8 22,122 20,968 376,090 375,576 19,838 18,882 Utah Farmer ........ 20.5 
Indiana Farmer's Guide 18.0 21.7 288.9 334.8 14092 16,033 226,515 262,502 10,790 12,029 Wallaces’ Farmer & Iowa 
Kansas Farmer ...... 24.2 22.6 449.2 462.5 18,398 17,144 342,352 351,498 15,490 13,499| Homestead ........ 44.0 
Michigan Farmer .... 32.8 32.4 509.8 495.1 25,183 24,866 391,533 382,529 21,238 21,202 Washington Farmer 26.4 
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Current Month Com- 

cluded: 

1. As the selling price of the 
unit of sale increases, the per- 

centage of margin decreases. 
2. As the selling price of the 

unit of sale decreases, the per- 

centage of margin increases. 
In a story in the January issue 

of National Grocers Bulletin, Nar- 
gus explains how state and local 

secretaries checked the retail mar- 
gins of 36 commodities in a cross- 

section of stores’ located in mar- 
kets of all size across the country. 

Information used in the study 

was gathered between November, 

1948, and April, 1949. More than 
7,500 costs and selling prices were 

used and all calculations were 
made at Nargus headquarters here. 

a The average margin on all 36 
items was 26.2%; on the 20 vege- 
table items, 27.5%, and on the 16 

fruits, 24.5%. 
Margins ranged from a peak of 

36.5% for onions, to a low of 13.2% 
for strawberries. 

Average selling price margins on 

ws Fifteen of the 36 fruits and veg- 
etables account for about 80% of 
retail produce sales. They are 
oranges, apples, peaches, grape- 
fruit, bananas, strawberries, lem- 

ons, potatoes, tomatoes, lettuce, 

celery, onions, carrots, beans and 
cabbage. The average of their mar- 
gins is 25.7%. 

The majority of fruits and veg- 

etables listed were stocked in more 
than 80% of the stores. Those be- 
low 80% were: beans, 78%; spin- 
ach, 74%; strawberries, 66%; 
plums, 63%; asparagus, 62%; 
pears, 60%; broccoli; 56%; honey- 

dews, 45%; cherries, 38%; pine- 
apple, 32%, and peas, 21%. 
When the 7,570 selling price 

margins are grouped in six per- 
centage brackets, the areas in 

which the majority of margins are 
fixed is apparent. Thus, National 
Grocers Bulletin reports: 1,137 

margins are under 20%; 2,449 mar- 

gins are 20% to 25%; 1,748 mar- 
gins are 26% to 30%; 1,173 are 
31% to 35%; 623 are 36% to 40% 

the 36 fruits and vegetables are as; and 440 are over 40%. 

People never tire of looking 
ee 

CONTINUITY. Outdoor panels sell 
for you all day long, every day of 
the week. That gives your product 
a real continuity of advertising 
that’s hard to beat... and it’s 
continuity in one of the most 
profitable media today! Make 
your advertising a continuous per- 
formance... keep reminding 

your prospects till they buy. 
General Outdoor Advertising 

Co., 515 South Loomis Street, 
Chicago 7, Illinois. 

ager with Lever Brothers Co., as 
an account executive on General 
Foods’ Walter Baker products and 
Log Cabin syrup. 

Arbingast, Becht, Blomeyer 
Form New Peoria Agency 

W. Harper Arbingast, Kenneth 
R. Becht and Harris P. Blomeyer, 
all formerly with Hosler Adver- 
tising, Peoria, Ill., have formed a 
new agency, Arbingast, Becht & 
Associates, in Peoria. Victor R. 

Ray’s Brand Products, Springfield; 
and Peoria Malleable Castings Co. 

Appoint Montgomery 
M. R. Montgomery, formerly on 

the copy staff of the Seattle Post- 
Intelligencer, has been named pub- 
lic relations coordinator for the Se- 
attle Sea Fair and copy chief for 
Standard National Advertising 
Agency, Seattle. The Sea Fair has 
been scheduled for next August on 
the scale of a Mardi Gras. 

Current Month Com- 
, mercial Display, ex- ; mercial Display, ex- 

-—Total Advertising, In Pages— -———-Total Advertising, In Lines ———. cluding Poultry, —Total aaeens, Pages— ———Total Advertising, In Lines———. cluding Poultry, 
le dan- dan- dan- Classified and Live- dan- Jan- Jan- Classified and Live- 

Dec. Dec. Dec. Dec. Dec. Dec. Dec. . In Lines Dec. Dec. Dec. Dec. Dec. Dec. Dec. Dec. stock, In Lines 
1949 1948 1949 1948 1949 1948 1949 1948 1949 1949 1948 1949 1948 1949 ©1948 1949 1948 1949 1948 

Western Farm Life .... 22.9 24.7 376.9 4058 16,934 19,338 295,503 318,147 15,142 17,224 Dailies—December and Year 1948-1949 
i#Herdsmen Edition 9.9 9.6 313.6 ° 346.2 7,798 6,552 245,872 271,422 2,576 2,039 ' Chicago Daily Drovers 

Wisconsin Agriculturist 33.5 36.4 595.2 560.9 26,265 28,550 624 449,742 24,988 27,525 mal geet: 21.1 17.9 334.0 304.8 44,880 38,073 710,695 648,984 33,283 26,544 
Total Group ...... 718.9 727.012,033.111,960.9 537,131 541,681 9,181,732 9,102,266 469,247 470,935 | Kansas City Da 
*Not included in totals. ‘Herdsmen edition only, This edition also ifcludes all linage carried in Western Farm Life. PA I cl ao 8) 1 we 6 6 He Ee ee ON 

r: tockman ms ie 25.1 23.6 406.1 412.8 53,309 50,147 864,111 878,442 38,615 33,426 
5 Ws Dai ive Bi-W eeklies—December and Year 1948-1949 — 13.7 110 2419 235.6 29,184 23,347 514,694 501,285 23,397 16,378 

Arizona Farmer... 47.4 46.9 697.8 757.1 35,854. 35,476 527,538 572,404 31,500 33,476| Total Group ...... 81.9 ~ 73.8 1,380.1 1,333.4 174,178 156.830 2,936,669 2,837,733 128,817 103,538 
lifornia Farmer: 

re 

“ots dar -- RE 3SE BS Ge ach Bhat ash aE Bea eg |Conadian Southern Edition ... . 5 , , ’ 5 582 | ee i ’ ‘ 
Dairyman's League News 104 66 1137 1016 7,553 4,795 82,844 74, a Wamu n mm 7 ™* 8 He Se wm ES CES 

Total Group ...... 140.0 121.4 1,983.7 2,094.6 105,479 91,692 1,498,167 1,581,856 89,003 82,464) **family Herald & Weekly 
{Twenty-seven issues 1949; 26 issues 1948. Eastern Edition .... 58.8 69.4 1,024.3 911.8 58,755 69,400 1,024,299 911,777 36,259 45,570 

Western Edition .... 49.9 59.9 895.7 784.8 49,981 59,920 895,658 784,798 33,153 y 
Weeklies—December and Year 1948-1949 ee yen pr ee eet ee 

. sae ; ’ : y , q , Home Magazine ... —— -—— 4910 464.4 343,653 ; —__  — tCapper’s Weekly.» aad se we Se Ue eS MN 6 Eee Farmer's Magazine... 26.9 219 —— —— 18845 15,311 cc = we ae 
ae comers. 113 17.0 282.0 2815 27,838 41,847 694,728 693,577 19,643 28,385| **Free Pre 

aoe nin “ae ane oo Prairie Farmer .... 75.8 74.3 1,332.9 1,300.2 85,229 83,641 1,499, 1,462,721 44,4 / 
Total Group ...... 15.5 23.1 368.3 377.4 37,340 55,600 888,013 908,421 25,547 38,387|**Western Producer... 45.9 41.5 640.3 604.4 49,148 4 6s 123 646,690 626 24946 
ive issues Dec., 1949; 53 issues 1949; four issues Dec., 1948; 52 issues 1948. Total Group ...... 264.4 279.7 4865.2 4,505.2 266.889 281,564 4,784,918 4,438,792 255,926 157,341 

| Four issues Dec., 1949; five issues Dec., 1948. **December linaye. Four issues 1949; five issues 1948. 

N Finds emows: ee ae Pilsener Boosts Ad Budget Vorderstrasse has joined their| Ford Advances Keller 
ar gus — a 25.5% | Pilsener Brewing Co., Cleve-|#8ency as ag and John/ william A. Keller has been 

Cabbage 33.4% Cauliflower 25.4%|land, maker of P.O.C. beer, has The a — h ’ more than 30/"2med national used car manager 
Turnips 32.6% Corn 24.9% | increased its advertising budget a 4 dint 1D Ros 11|0f the Lincoln-Mercury division 

vera e Mar ku se and 30.9% Watermelons 24.7% | 40% for 1950. The company will | 2°COWn'S, inclu ing 3. ). oszell! of Ford Motor Co., Detroit. He was 
Radishes 30.5% Spinach 24.7% | direct its efforts to 47 markets in|C°» Peoria; Gipps Brewing Corp.,|¢o+merly sales promotion manager 
Pears 28.8% Oranges 24.6% | Oj : Peoria; White Mfg. Co., Colorado : Galney 28.3% Tomatoes 24.3%|0hi0, western Pennsylvania and/q)vincs. Oakf Co.” Peoria:|°% .the Lincoln-Mercury central 
Carrots 28.2% Pineapples 24.2%|New York. Newspaper, radio, Rood : Mt ord Sti ~ TL | region. 

on Food Is 26 Sw. Potatoes 28.0% Honeydews 23.8% |television and transportation ad- er Mfrs. Inc., Streator, Ill.; 
Grapes 27.5% Broccoli 23.8% | vertising will be used. Gregory &|COmmercial Travelers Loan & 
Cucumbers 27.2% Lettuce 23.6% | House is the agency. Homestead Association, Peoria;| Phillips Names Donaldson 

cmcaco—Following a survey to|Srnaiom= a; Sommer Bs eS Basie aoe Beanie Ce | Ieee aed eae : : 4% . “9 . - 
determine average margins on re-|yemons 26.7% Cherries 22.9% Leach to Benton & Bowles Peoria: K. ag Burgett Co. Peoria: .. has appointed James - Jon: 

, - , ; ge 0., >}aldson, formerly with Standard 
tail produce, the National Associ- | Apples 26.3% Asparagus 22.7%| Benton & Bowles, New York,| Bunn-Capitol Grocery Co., Spring-| Brands as eastern regional sales 
ation of Retail Grocers has con-|Peaches = 95.69 Rotatoes ies isda | oaS appointed Lawrence R. Leach,| field, Ill; Champion Furnace Pipe| manager, to the post of general 

F 0 ici ° : ’ o formerly a brand advertising man- Co., Peoria; Best Homes, Peoria;| sales manager. 

Ruben Leaves Doniger 
William S. Ruben has resigned 

as assistant advertising manager 
of David D. Doniger & Co., New 
York, manufacturer of McGregor 
sportswear. 

WHIO Appoints Drennen 
WHIO, Dayton, has named Helen 

Drennen director of all promotion 
and publicity for both AM and TV. 

THE SOUTH BEND MARKET MUST 

BE COVERED...AND ONLY 

WSBT COVERS IT! 

WSBT completely covers this market—and what 
a market! Its heart is South Bend and 

Mishawaka, two adjoining cities with a com- 

bined population of 157,000. The total 

population of the South Bend market is over 

half-a-million, while 1948 retail sales 

totaled more than half-a-di//ion dollars! 

In addition to its complete coverage of the 

South Bend market, WSBT's primary area 
includes another million people who spent 911 

million dollars in retail purchases in 1948! 

The South Bend market is one of America’s 

biggest and best. It must be covered! It 

- 

is covered by one station—and only one. 
No other station, Chicago or elsewhere, 

even comes close. 

WSBT duplicates its entire 

schedule on WSBT-FM —at 

no extra cost to advertisers. 

PAUL HH. RAYMER COMPANY @ 

50 Soi) 
960 KC 5000 WATTS «+ 

NATIONAL 

* CBS 

REPRESENTATIVE 

a = 

oe Rt 

re 
_—_—., Mes 

Sas 
PRR 1949 ane 

oo ete 
4,278 se 

27,208 a 
7033 

i . 
| 

see 
ane 

88,570 se 

ae tie 

: 
is wae 

"1,116 ——— Ss 

4; 

Dec. Po 

948 

_ ee a 
8,897 bes 
9.294 hare a 

4,462 ete: 
R333 ae 
D |} pa $pa $a oa 

-Dec. - way? 

. ; Ras 

ig oat is a 

ae 

a ps s ‘ ee s sit se z 

aia ; 8 ; Mi ie: 

— ae oe : ois ae 

1,097 Bis pee ame 
5,717 3 ie 

ae 

y eet 
23 

i” 

* sme f em 4 
Pe ot hs Ng ne 

a ete . ¥ nse : . “.. %, ; he . 
ee 

y P Oe ie a. So " 
IS ee wa eters © oie 

xg ‘aie, fi. ae 5 ipa: ce ee eg ea oy i. fg EIS 
f = oe : ee eR ome ea te, i. 9 i“ % Bares ae ee 

- chien ht oN a =>: sete Mi, sed Nee eee |. aa ¥, ae 
Com- of £ ayy a ees prtsy %) A, ME MW pe a A ‘ 7 Tr :, ie é oe E 

y, &X- «as of . . ¥ — a iitry, A a ~ ; ' i Peas 
Live: ae — Se 
ioao _ 2 ee hs: Se ae 

as a = ‘ Ot a is ‘ 

\ Best protection AA. you can buy... : e 
9,786 Y 8 i ‘ lif, f ita hae 
13,860 eg es : j THE H —— uf oy ee io 

m eee aS ‘ TIRE ¢ : 

— <= oS ' ees 
ca | oo | . a — st : General Outdoor Ady Co | eae es Page es 

' eit % a $ & i ee q 

6,196 ge x 2. La S 5 Oe seals Ferhat Vo Mee ne 4 we eee cel 

6,320 TS a a en . oe ig Rial dps a 

Som- . =, i re 5 hs Ne = 

| OX- : a ae CC ee 

try, t | 
Live- 

", 

es 
. 

948 

ee 

‘113 Ow 
169 “a 
275 
'594 
a % Covers 1400 : m a : 

759 leading cities 

234 and towns G. oO A 
923 

* ° O 
: : ee ee 
313 x 
003 i -s 

Fak . a + : : ie ne ae 

as aii Pe Bes Ge So Se ma Biase ga ot engi mR IRS RR tic plier pein a2 RR ite se a a a 



i 
a 

ae Pee ae ee od, re Cy) ee eee ee an ee Se 

46 

Mavis Drive Starts Soon 
Nestle-LeMur Co., New York, 

will open its 1950 campaign for 
Mavis talcum powder in March is- 
sues of romance magazines, through 
L. H. Hartman Co., New York. The 
campaign will be staggered to cov- 
er a nine-month span. 

Flexiclog Appoints Gordon 

Flexiclog Sales Co., New Hol- 
stein, Wis., has named Phil Gor- 
don Agency, Chicago, to handle its 
advertising and promotion. Flexi- 
clogs, a new type of flexible wood- 
en sandal, will be promoted in 
fashion magazines. 

WHAT do you require in printed labels? 

Quantity? For one customer alone we produce 30,000,000 pieces 

every week. Quality? Not one delivery has given 

less than complete satisfaction. Economy? This user's 

product is priced today as it was 50 years ago. We 

meet his label budget and his exacting standards by 

production efficiency—as we can meet yours. 

Why not phone or write us now? 

= Malar Printing Company 

Division 
CHICAGO 16 

2001 CALUMET AVENUE 

Victory 2-0300 

Home Style Food Products 
Will Launch Drive Feb. 2 
Home Style Food Products, Wa- 

terloo, N. Y., will launch the first 
advertising campaign in newspa- 
pers Feb. 2 for Greenwoods red 
cabbage, pickeled beets and other 
food products, through B. D. Iola 
Co., New York. 

Slated for first appearance in 
metropolitan New York, the cam- 
paign will spread to a half dozen 
cities along the eastern seaboard. 
Ads will also run in Good House- 
keeping. 

Gets Four New Accounts 
Standard National Advertising 

Agency, Seattle, has been retained 
to direct the advertising of Allied 
Foods Inc., Evergreen Theaters, 
Diesel Oil Sales Co. and the local 
advertising of Great Atlantic & Pa- 
cific Tea Co, 

Appoints Orville Ahl 
Orville W. Ahl has been ap- 

pointed merchandise .manager of 
Hibbard, Spencer, Bartlett & Co., 
Evanston, Ill., hardware whole- 
saler. 

The CITY Market 

market* that has 28 

families. 
* Audit Bureau of Circulation 

Topeka—a 21-county 

of the state's effective 
buying power and 
23% of all Kansas 

So 

The FARM Market 

WIBW's farm market 
is made up of big-buy- 
ing families on farms 
and in agricultural 
communities in Kansas 

and adjoining states* 
*Consumer Markets, 1949 

WIBW is the station ‘‘listened to most" 
by buyers in the Topeka Market*. . 
three times more listeners than all other 
Topeka stations put together. 

*Kansas Radio Audience 1949 

Here again, WIBW is the ‘most lis- 

tened to’ station having ten times as 
many listeners throughout Kansas as 
all other Topeka stations combined.* 

*Kansas Radio Audience 1949 

Just one station — WIBW — gives you the hardest 
hitting selling force in both city and farm markets. 

For the CITY Market 

For the FARM Ma 
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ALL YOU NEED IS WIBW 

ce- 

SERVING AND SELLING 

“THE MAGIC CIRCLE” 
WIBW - TOPEKA, KANSAS - WIBW-FM 
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‘Chester Times’ 

Local Store Ad 

Breaks Record 
Department Store Ad 
Wins All-Time High in 
ARF’s 134th Study 

New YorK—Speare Bros.’ de- 
partment store ad, which blanketed 

the back page of the Nov. 16, 1949, 

issue of the Times, Chester, Pa., 
attracted the highest readership, 
percentage-wise, of any advertise- 

ment, national or local, regardless 

of category, measured to date in 

the Continuing Study of Newspa- 
per Reading, the Advertising Re- 

search Foundation disclosed last 

week with publication of Study 
No. 134. The surveyed issue was 

a 32-page Wednesday evening 
newspaper. 

Featuring men’s, women’s and 

children’s wearing apparel, the ad 

was read by 27% of men and 93% 
of women. This score, the ARF 
says, automatically gave the ad top 

position on the all-study list of 
highest scoring department store 

ads, and it also topped the women’s 

list of highest scoring local ads 

in the surveyed issue. It took a 

three-way tie for fourth place on 

the men’s list. 

a Until this study, the report says, 

the highest scoring ad, local or na- 

tional, regardless of category, had 

been the Thalhimer’s department 
store basement advertisement 

which appeared in Study No. 122 
of the Richmond Times-Dispatch, 

which had a score of 23% for men 
and 92% for women. 

In addition, the report says, 19 

other advertisements in the Ches- 
ter Times ranked among the lead- 
ers in their respective categories 

for all studies to date, either on 

the basis of per cent scores or from 

the standpoint of size-equalizing 

index. This takes into consideration 

the size of an ad as well as its per 
cent score. 

Only one other study (No. 133, 

Chicago Sun-Times) has had more 
“all-study leaders.” In that study, 

21 ads ranked among the top 10 

in their respective categories. 

a The scores for women’s reading 

of any display, local and depart- 
ment store advertising, in the 

Chester Times were among the 

highest recorded so far in the con- 
tinuing study, it is pointed out, 

while their score for reading any 

classified advertising was higher 

than the corresponding all-study 

median. Men’s readership of local 

and department store advertising 

was above average, while their 
score for reading any display ad- 

vertising equaled the correspond- 

ing all-study median. 

Above-average scores also were 

tallied for men’s and women’s 
readership of comics, radio pro- 

grams or news, and society news 
or pictures. The same five national 
ads appeared both on the men’s 

and women’s list of highest scor- 

ing national advertisements in the 

surveyed issue, although they re- 

ceived different ranking. 

= An 840-line Packard auto adver- 
tisement topped the men’s list 

with a score of 21%; it placed 
third on the women’s list at 16%. 
Scott Paper Co.’s liberally illus- 

trated 980-line display of its prod- 

ucts topped the women’s list at 
30%, and placed fourth on the 

men’s list at 9%. It also entered 
a two-way tie for sixth place on 

‘| the all-study list of highest scoring 
groceries, soaps and cleansers ads. 

Second place on both lists was 

taken by Philadelphia Electric Co. 

with a 1,176-line ad which scored 
16% among en and 19% among 

Advertising Age, January 23, } 

Its NEW! Gee It at WALGREENS Today! 

SECOND—Packer’s Tar Soap Inc. is using 
full-page newspaper ads, like this in Chi. 
cago, for its new Charm deodorant soap, 
Armour’s Dial has been the only other 
such soap on the market until now. (See 

story on Page 64.) 

women. 
A 950-line Blue Cross ad, humors 

ously illustrated, placed third on 
the men’s and fourth on the wo- 

men’s lists. Its score for men wag 

10% and for women, 9%, rankings 

sufficiently high to give it second 

place on the all-study list of top- 

ranking insurance ads. 

es Blue Cross also used three 98- 

line “teaser” ads on various pages 

to direct attention to its larger 

ad. One of these attained an index 

rating among men of 31% and 
among women of 10%, the third 

highest index rating recorded to 

date in insurance advertising. 

Fifth on the women’s list at 6% 

and tied for fifth place on the 

men’s list at 8% was a 118-line 
Guild Wine display. An identical 
male score was recorded for 4a 

700-line Mount Vernon whisky ad. 

Don Lee Adds Dieterle 

to Crack TV Film Team 

In a move which it hai!s as an 
“invasion into the production of 
top quality motion pictures for 
TV,” Don Lee Television has 
signed William Dieterle, motion 
picture industry producer-direc- 
tor, to head a production team t@ 
turn out films for national syndi- 
cation through Blair TV Inc. 

With the acquisition of Dieterle, 
Don Lee now has a nucleus of for- 
mer David O. Selznick executives 
and creative personnel. Selznick 
personnel now with Don Lee ine 
cludes Charles L. Glett, vice-presi-« 
dent in charge of television; mm 
Dieterle; Cecil Barker, executive 
producer and assistant to Mr. Glett} 
Lee Garmes, cinematographer; and 
McMillan Johnson, production de? 
signer. 

Opens Spokane Office 
Pacific Slope Newspapers Ine, 

sales organization representing 
weekly newspapers in Washington; 
Oregon, Montana and Idaho, hag 
opened a Spokane office at 605 
Zukor Bldg., with Pete Thomas a 
advertising director. The organis 
zation offers the one-order, one 
bill, one-check plan to advertisers 
Other offices are in Seattle, Wash} 
and Portland, Ore. 

Utility Appoints R&R 
The Los Angeles Department of 

Water and Power, city-owned util* 
ity, has appointed the Los Ane 
geles office of Ruthrauff & Ryafl 
as advertising counsel. 

WGAD Joins American 
WGAD, Gadsen, Ala., has af- 

filiated with American Broadcast- 
ing Co., replacing WGNH. In thé 
shift ABC exchanged a 250-watt 
station for a 1,000-watt outlet. 

——— 

KLX Covers 
OAKLAND, CALIFORNIA 

4 

AT LOWEST COST PER 1,000 
Represented nationally 
by Burn Smith Co inc 
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NIAA to Report 

on Status of Its 

Educational Drive 
New YorkK—The educational 

gampaign to sell top management 

gn the benefits of industrial ad- 
yertising by means of a series of 
ads in the Wall Street Journal, an- 
nounced in October by the Na- 

tional Industrial Advertisers As- 
sociation, has failed to materialize 
because of a number of unforeseen 
contingencies, AA has learned. 

The campaign as announced last 

October contemplated the use of 
$68,000 worth of advertising space 

donated by the Wall Street Journal 
for a series of 36 ads to be pre- 

by that number of chapters 
of the NIAA. So far, it was learned, 
none of the chapters has sent copy 

or art work to the NIAA head- 
quarters here. On Jan. 6, Schuyler 
Hopper, president of Schuyler 

Hopper Co., industrial advertising 

agency, and chairman of the NIAA 
committee on industrial advertis- 
ing effectiveness, sent a bulletin 
to all chapters with a check-list 
for action. 
While reluctant to discuss the 

matter, Mr. Hopper said he had 
received a substantial number of 
encouraging replies, that several 

of the chapters have committees 

working on the project, and that 

the campaign will get under way 

probably within the next few 
weeks. 

Members of the NIAA pointed 
out to AA that all of the chapter 
members have been busy with 

year-end projects of their own 

companies, with the preparation 

of their 1950 advertising budgets, 
and haven’t had time to do the 
kind of job they feel should be 
done for the proposed institutional 

advertising campaign for NIAA. 

Many said they felt the timing 

had been wrong in trying to start 

the campaign the first of this year, 

because an association cannot act 

as quickly or efficiently as a pri- 

vate company in similar circum- 

stances. 

An announcement of the status 
of the program is expected to be 

ready for release by the NIAA 

within another week. 

Leeming & Co., Pacquin 
Appoint Junod, Skelton 
Thomas Leeming & Co. and 

Pacquin Inc., both New York, as- 
sociated companies, have appointed 
Charles F. Junod as general sales 
Manager of both companies and 

R. M. Skelton C. F. Junod 

advertising manager of Pacquin. 
Mr. Junod, who joined the com- 
Panies June 1, 1949, was formerly 
3 Vice-president of William Esty 

0. 
Simultaneously, Russell M. Skel- 

ton, formerly assistant sales man- 
ager of Pacquin, has been named 
Sales manager for that company. 
Mr. Skelton previously was with 
McKesson & Robbins. 

Quick Mfg. Appoints Kemper 
Don Kemper Agency, Dayton, 

has been retained to handle the ad- 
Vertising of Quick Mfg. Co., 

Springfield, O., manufacturer of 
pringfield Garden tractors. Farm 

Papers, trade publications, direct 
Mail and point of sale material 
Will be used. 

Strobel Joins KF AB 

‘George A. Strobel, formerly with 
itney-Bowes Inc., has joined the 

meee staff of Station KFAB, Oma- 

McKim Agency Appoints Three 
Harold C. Elliott, formerly pub- 

lic relations officer and house or- 
gan editor of the Canada & Do- 
minion Sugar Co., Chatham, Ont., 
has been appointed to administer |§ 

...What Brand is he pushing?" 

the special services department of | # 
McKim Advertising, Toronto. 
James A. Bromely, formerly with 
Station CFRB, Toronto, has joined | + 
McKim’s production department. | ? 
Hal C. Sparkman, formerly mar:-| 4 
aging editor of Canadian Grocer, |: 
published by Maclean-Hunter, al- 
so has joined McKim. 

Appoints Lannan & Sanders 
Lannan & Sanders Advertising |* 

Agency, Dallas, has been named}! 
to direct the advertising of Halli- 
burton Oil Well Cementing Co. The 
agency has opened a branch office 
in Jackson, Miss., at 133 S. Lamar 
St. Bldg., with Larry Painter in 
charge. 

Joins DeMunn & McGuiness 
Don Liggett, formerly with Peck 

& Billingslea, farm publication rep- 
resentative, has been named an ac- 
count executive of DeMunn & 
McGuiness, Chicago agency. 

‘id 

You can get a reliable check on 

retail dealer activities when you 

use ACB Dealer Tie-In reports. 

Used by leading merchandisers 

in all lines. 

@ You'd like to know what 
brands the dealers are pushing 
—but you can’t visit all the 
stores to find out. 

You can get a reliable check on 
retail dealer activities anywhere 
in the United States by using an 

ACB service, Brand preferences 
are reflected in newspaper ad- 
vertisements, and ACB can fur- 
nish you all the details. 

This and other important infor- 
mation is revealed in detail by 
ACB’s Research Reports as it 
appears anywhere in daily news- 
paper advertising. 

79 Madison Ave. * Phone: Murray Hill 5-7302 » New York (16) 
Phone: Wabash 2-6130 - 

Phone: 37-0595 
538 S. Clark St. + 
161 Jefferson Ave. ° 
16 First Street * Phone: Sutter 8911 * San Francisco (5) 

7 

ACB Dealer Tie-In reports have 
been used by leading merchan- 
disers for many years. They are 
made to your own specifications 
as to information or areas cov- 
ered. Catalog of services sent 
executives on request. 

Send Today... 

for a 24-page Catalog describing 
and illustrating the 12 helpful 
services which ACB 
will furnish to mer- 
chandisers. Gives de- 
tails of cost, coverage, 
list of users, etc. 

Chicago (5) 
° Memphis (3) 

“Congratulations, Mrs. Bolton... your husband must be 
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a big advertising man”’ 

Fe Pst-t: The Cincinnati Enquirer also carries more advertising linage 

than any other Cincinnati newspaper. 

(Represented by Moloney, Regan and Schmitt, Inc.) 
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GE Lamp Department Employes Get 

Short Course in Value of Advertising 
CLEVELAND—Employes of the 

General Electric lamp department 

were given a short course in ad- 

vertising in the December issue of 

“The GE Lampmaker,” employe 
publication. 
A feature article, “Do You Know 

This About Our Advertising?” 
listed ten points, illustrated in car- 

toon style. Developed by Clyde D. 

Carter, editor of the publication, 

in connection with Batten, Barton, 

Durstine & Osborn, the article at- 
tempted to tell what advertising is, 

what it does and what it means to 

GE workers. 

The text: 

1. How old is GE lamp adver- 
tising? 

This year is the 50th anniversary of GE 
lamp advertising. The first General Elec- 
tric lamp ad appeared back in 1899 when 
William McKinley was President of the 
country. It ran in The Saturday Evening 
Post, was about the size of a playing 
ecard, and cost $42. Since then GE lamp 
advertising has grown until today we are 
one of the nation’s largest advertisers. 

2. Where do GE lamp ads ap- 
pear? 

This year, General Electric lamp ad- 
vertising is running in all of these 14 
national magazines: Life, Look, Collier's, 
Time, Saturday Evening Post, Newsweek, 
Popular Science, Hygeia, Business Week, 
Popular Mechanics, Country Gentleman, 
Successful Farming, Progressive Farmer, 
Better Homes and Gardens. 

In newspapers, GE lamps are advertised 
in The American Weekly, This Week Mag- 
azine and Parade, which are supplements 
in over 50 Sunday newspapers. And also 
in Nancy Sasser’s Buy-Lines shopping col- 
umn which appears in 60 leading papers. 

Our selling messages are heard on the 
Fred Waring television show every Sun- 
day night over the CBS network. And 

they appear in 69 trade and industrial 
magazines which reach factory managers, 
store owners, and many other types of 
business men who use GE lamps. 

3. What does it cost? 

It costs less to tell people our sales 
story through national magazine adver- 
tising than it would to mail them a penny 
postcard. For example, a GE lamp ad in 

The Saturday Evening Post is carried into 
over 4,000,000 homes. It reaches readers 
at a cost of only eight-tenths of a cent 
per person. 

4. Who reads our ads? 

The magazines, radio and newspapers 
listed above deliver about 26 GE lamp 
selling messages to the average wired 
home in the country each year. It reaches 
all kinds of people—both customers and 
prospective cust s—constantly urging 
them to buy Géneral Electric lamp bulbs. 

5. How are GE lamp ads born? 
The ideas, the words, and the pictures 

in General Electric lamp ads are planned 
by GE’s advertising division, working 
with two well-known advertising agen- 
cles—Batten, Barton, Durstine & Osborn, 
and Foster & Davies. Advertisements are 
carefully planned well in advance of pub- 
lication and timed to fit in with the sell- 
ing activity of our distributors and re- 
tailers. 

6. Aren’t GE lamps good enough 
to be sold without advertising? 

As every GE lamp worker knows, 
there are no better lamps made than Gen- 
eral Electric. And even if all our adver- 
tising were stopped, we could continue 
to sell them—for a while. But new cus- 
tomers and prospects are coming along 
every day who need to be sold. There 
are 2% million high school students who 
grow up and become lamp buyers every 
year; 3% million young people were mar- 
ried last year, started their own homes, 
and became new GE lamp customers, It 
is part of advertising’s job to tell this 
yearly crop of new customers about GE 
lamps. And don’t forget that our com- 
petitor’s advertising is in there pitching 
for new business, too! 

Even old customers quickly forget a 
product if it isn’t advertised. Look at the 
trademarks above—all good, high-quality 
products that nearly everyone knew and 
used a few years ago. But they stopped 
their advertising, and competitors took the 
business away from them. If you can 
recognize these trademarks as (1) Sonora 

tion 

rate Green 

subscribers in I1 
Counties. 

The Daily TIMES 
DAVENPORT, IOWA 

The only newspaper in the Rich Quad-City Market with news 

offices and home delivered circulation in both lowa and Illinois. 

HITS THE QUAD-CITIES! 

Capitalize on The Daily Times Green Streak — an innova- 
at resulted in a 7%, circulation gain the first 10 days. 

Entire makeup of The Daily Times has been changed. Sepa- 
treak Feature section included ea 

In addition to complete news coverage of the entire 
urban Quad-City market — The Times carries two or more 
pages of rural news for prosperous farm and small town 

Eastern lowa and 5 Western Illinois 

day. 
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ADVERTISING DECALOG—Spread from the GE lamp division employes’ publication 
showing how the meaning and value of advertising was exp lained t ployes with 

in the house 
s. The article occupied four pages 

magazine. 

phonograph, (2) Sweet Caporal cigarets, 
(3) Chalmer’s auto, and (4) Goblin’s 
soap, your memory is better than most! 

7. Could GE lamps be sold 
cheaper if we didn’t spend 
money on advertising? 

Even if we stopped all our advertising, 
the price of a 60-watt GE lamp could not 
be reduced as much as a small fraction 
of a cent. 

Yes, in the price of a 12¢ bulb, only a 
fraction of a cent goes for advertising. 

The rest of the 12¢ goes for wages, ma- 
terials, taxes, profits, and other costs. 

8. Does it pay to advertise? 
The main purpose of General Electric's 

lamp advertising is to make more and 
more people want to buy GE lamps. How 
well is our advertising doing that job? 
There are two indications. First, about 
four out of five persons, in a recent 

coast-to-coast survey, prefer GE lamps to 
any other make of lamp bulb. A large 
part of this preference is due, of course, 
to the high quality of the lamps we make. 
But the fact that, for the past 50 years, 
General Electric has done the majority 
of all lamp advertising has a great deal 
to do with this overwhelming demand. 
Second, the slogan, “Stay Brighter 

Longer” is known and correctly identified 
with General Electric by an increasing 
number of people. In fact one survey 
showed that six times as many people 
knew “Stay Brighter Longer’ than the 
slogan of any other brand of lamps. This 
slogan has consistently appeared in our 
advertising for the past 12 years. 

9. What does the customer get 
out of it? 

General Electric lamp advertising 

through the years has helped educate peo- 
ple to continually better lighting stand- 
ards in America’s homes and businesses. 
It has made possible sizeable savings in 
selling costs, and these savings have been 
passed along to the consumer. By selling 
more and more GE Lamps, our advertis- 
ing has helped bring in a large enough 
and steady enough income to the lamp 
department to make possible our exten- 
sive lamp research, And the results of this 
research—such as ever-greater lamp ef- 
ficiency and new products’ like Stimline 
and the De Luxe White Bulb—benefit 
every GE lamp customer. 

10. What does GE lamp adver- 
tising mean to employes? 

Every dollar spent for GE lamp adver- 
tising is a dollar spent for job insurance 

for every lamp worker. 

GE lamp advertising is hard at work in 
the homes and offices and factories of 
America, selling the product you make 
on the job every day. The more GE lamps 
that are sold, the better and more secure 
those jobs become. Without advertising, 
our customers would quickly forget us. 
Fewer and fewer GE lamps would be 
sold, and our factories would soon close 
down or run part time. Consistent, ef- 
fective advertising, year in, year out, 
could well be listed as another of the 
many ways in which General Electric 
works for the job security of its em- 
ployes. 

Mitchell Appoints Flanagan 
Robert J. Flanagan has been 

named advertising and sales pro- 
motion manager of Mitchell Mfg. 
Co., Chicago, succeeding Armand 
S. Zucker, who has been appointed 
to the newly created position of di- 
rector of design and development. 
The company produces fluorescent 
lighting equipment, domestic floor 
and table lamps and air condi- 
tioners. 

Five Name Maudsley Agency 
Craig Maudsley, Advertising, 

Seattle, has been appointed to 
handle the advertising for Ber- 
goust-Wilson Co., producer of 
Faultless foods; Prudential Mutual 
Savings Bank; Sternoff Metals; 
Luucrell Hat Mfg. Co., and West- 
ern Motors, all in Seattle. 

Hamm Brewing Promotes Moe; 
Appoints Rapp and Berno 

Odd E. Moe, assistant general 
sales manager and merchandising 
director, has been appointed gen- 
eral sales manager of Theo. Hamm 
Brewing Co., St. Paul. 

Clyde E. Rapp, formerly an ac- 
count executive of J. Walter 
Thompson Co., has been named ad- 

Clyde Rapp 

vertising director of the company. 
Jack Berno, formerly a sales pro- 
motion manager and supervisor of 
national account sales for the home 
appliance division of General Mills, 
has been made assistant sales man- 
ager of Theo. Hamm Brewing Co. 

Eastern Corp. Acquires 
Royal Lace Paper Works 

Eastern Corp., Bangor, Me., man- 
ufacturer of pulp and fine writing 
papers for use in business, has 
acquired control of all capital stock 
of Royal Lace Paper Works Inc., 
Brooklyn. New officers of Royal 
are: Clyde B. Morgan, who is pres- 
ident of the parent company, presi- 
dent; J. M. Altman, vice-president 
in charge of syndicate store opera- 
tions; W. A. Roehm, vice-president 
in charge of production; Marvin 
Silberman, vice-president in charge 
of administration, and H. B. Smith, 
vice-president in charge of sales 
and advertising. 

WIR Promotes McPhillips 
Arthur McPhillips, traffic man- 

ager, has been appointed assistant 
general sales manager of WJR, 
Detroit. He has been acting as sales 
manager of the station during the 
extended illness of Sales Director 
Arch Shawd. Mr. McPhillips will 
work under Mr. Shawd when the 
latter returns. 

Murray Corp. Names Craig 
Home Appliance Division, Mur- 

ray Corp. of America, Scranton, 
Pa., has appointed T. L. Craig, 
formerly an Electrolux branch 
manager with Servel Inc., as 
southeast regional sales manager. 
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Midwest Farm Paper 

Group Issues Study 

of Farm Ownership 
Cuicaco—Midwest Farm Paper 

Unit has completed a comprehen. 
sive study of ownership of majop 
home conveniences on farms jg 
eight midwestern states. 

The report on the survey, “Major 

Home Conveniences on Midweg 
Farms,” is based upon 4,216 ques. 

tionnaires—44.4% of the 95 
mailed to readers of five papers jp 
the group. 

About nine out of every te 
farms responding to the question. 

naire are served by electricity, Of 
the electrified homes, 66% have 

running water, 50% have a bath. 
room, 49% have central heating, 
50% have a water heater, 86% 

have mechanical refrigeration, 
97% have a power washing ma- 
chine, 44% an electric or gas range, 
20% a home freezer, 66% a cold 

storage locker and 76% a tele. 
phone. 

s In non-electrified homes, how- 
ever, only 16% have piped running 

water, 12% have a bathroom, 11% 
central heating, 8% a water heater, 
19% mechanical refrigeration, 69% 

a power washing machine, 13% 

an electric or gas range, 2% a home 

freezer, 41% a cold storage locker 

and 39% a telephone. 

Detailed breakdowns of owner- 

ship of the items are included in 

the study, as are data on how fast 

farmers buy the conveniences 

listed above. 

Information on tenant farmers 

shows that such families are sur- 

prisingly good prospects for elec- 

tric refrigerators, washing ma- 

chines, ranges and home freezers. 

Publications which cooperated in 

making the study are The Farmer, 
The Nebraska Farmer, The Prairie 

Farmer, Wallaces’ Farmer & Iowa 

Homestead and Wisconsin Agri- 

culturist & Farmer. 

Copies of the report are avail- 

able from Midwest Farm Paper 
Unit, 59 E. Madison St., Chicago 3. 

‘Parents’ Magazine’ Names 
Gropper, Cooper and Dewey 

Parents’ Magazine has appointed 
F. K. Gropper, formerly with Na- 
tional Broadcasting Co. in adver- 
tising and promotion, as assistant 
to the promotion manager. 

Kenneth M. Cooper, last with 
Transfilm Inc., and Edward Dew- 
ey, formerly with Fuller Brush 
Co., have been added as Parents’ 
sales representatives. Mr. Cooper 
will make his headquarters in the 
New York office, while Mr. Dewey 
will be in the publication’s Boston 
office. 

Maxfield Joins Free Agency 
Wm. T. Maxfield, formerly 

vice-president and account execu- 
tive of Lindeke Advertising Agen- 
cy, Glendale, Cal., has joined New- 
ton A. Free Co., Los Angeles, in a 
similar capacity. At the Free agen- 
cy Mr. Maxfield will handle the 
accounts he serviced at Lindeke. 

Nielsen Signs Grey Agency 
Grey Advertising Agency, New 

York, has signed with A. C. Niel- 
sen Co. for the National Nielsen 
Radio Index “Class A” service. 
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Food Promotion 

Plan Is Tested 

in Tennessee 
WASHINGTON—A new food mer- 

chandising plan, designed to bridge 
the gap between newspaper ads 

and food store shelves, will be 
extended to additional markets late 
this month as a result of success- 
ful tests in Johnson City, Tenn. 
The Star brand plan, as the pro- 

gram is called, was originated and 
copyrighted by Star Salesmen, As- 
sociated, merchandising organiza- 

tion with headquarters here. 
Keystone of the plan is a star 

inside a circle %” in diameter. The 
star appears in all national copy 
of advertisers participating in the 
program and in all local copy in 

Sargent Names Lindsay 
Lindsay Advertising Agency, 

New Haven, Conn., has been ap- 
pointed by Sargent & Co., New 
Haven, to handle the advertising 
and public relations for all me- 
chanics’ tools, including the Ber- 
nard line. For several years the 
agency directed the builders hard- 
ware division of Sargent. Trade 
advertising, plus some consumer 
advertising, will be used. 

Owbridge Uses Newspapers 
W. T. Owbridge Co., Toronto, 

has scheduled a campaign for its 
cough syrup, using newspapers in 
Montreal, Toronto and the larger 
Ontario cities, and western centers. 
The account is handled by the To- 
ronto office of McKim Advertis- 
ing. 

Tyree Appoints Ramsdell 
J. S. Tyree, Chemist Inc., Wash- 

ington, pharmaceutical manufac- 
turer, has named Lee Ramsdell & 
Co., Philadelphia, to direct its ad- 
vertising. Following a market sur- 

1950 Lincolns Will 

Be Backed by Heavy 

Announcement Drive 
Detroit—Lincoln-Mercury divi- 

sion of Ford Motor Co. on Jan. 27 
will break one of its most aggres- 
sive announcement campaigns to 

mark the introduction of the 1950 

Lincoln and Lincoln Cosmopolitan 
models. 

About 1,175 newspapers in more 
than 900 cities will carry an- 
nouncement ads ranging in size up 

to one page. 

During the week of Jan. 30, 
four-color spreads will run in 

Newsweek, The New Yorker, The 
Saturday Evening Post and Time. 
Follow-up pages in color will ap- 
pear in the same publications, and 
other magazines will be added to 
the list later. 

The division will continue its 
“Lincoln—nothing could be finer” 

story, and push the idea that the 

Lincoln-Mercury’s “Toast of the 
Town” telecast on Sunday nights 
(8-9 p.m., EST) also will carry 

commercials on the 1950 cars, and 

promotional literature, catalog bro- 

chures, booklets and posters will be 
supplied Lincoln-Mercury dealers. 

Kenyon & Eckhardt, New York, 

handles the division account. 

Charles Mtg. Names Bell 

Harry R. Bell, formerly sales 
manager of Northwest Juvenile 
Mfg. Co., St. Paul, has been ap- 
pointed advertising and sales pro- 
motion manager of Charles Mfg. 
Co., Minneapolis, assisting L. B. 
Miller, sales manager, with pro- 
motion and sales of the company’s 
upholstered furniture. 
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Schick Steps Up Drive 
Schick Electric Shaver has 

launched an ad-a-week schedule 
of half-pages, alternating in Life 
and The Saturday Evening Post, 
to combat the razor blade industry. 
Described as a continuation of the 
largest drive in the Schick’s his- 
tory, the campaign will feature the 
theme, “Your New Schick Shaver 
Must Outshave Blade Razors, or 
Your Money Back.” Batten, Barton, 
Durstine & Osborn has the account. 

Humphrey Appoints Everett 
Charles K. Everett, formerly di- 

rector of merchandising of the Cot- 
ton-Textile Institute, has been 
named head of the New York tex- 
tile and related products depart- 
ment of H. B. Humphrey Co. 

is a $300 MILLION Business! 
: OYS 40 million youngsters demand toys. Distributors regularly read 

TOYS AND NOVELTIES, “The Voice of the industry”. Contact us for further information. 

ee 

which the products are mentioned. vey, medical, drug and nursing 
journals and direct mail will be 
used, 

BELL BUILDING 
CHICAGO 1, ILL. 

new models are “America’s first 

{and foremost fine cars.” 
TOYS & NOVELTIES 

s The same red star—enlarged— 
is displayed on window cards and 

streamers in food stores cooperat- 

ing in the brand promotion. And 

on the shelves, just to the left of a 

the price tag, the red stars are dis- _ is 

played under the same products. ‘ 

The idea, of course, is to carry ad- 

yertising identification from the 
ad to the food store. 

In addition, when the test got 
under way, the Johnson City Press- 

ow fast Chronicle featured the plan edi- 
niencesf torially, and inaugurated monthly 

contests to boost reader interest. yl , 

‘armers Every day during the contest, a a 

re sur-— star with a letter in the center is ‘ 

r elec-f published. At the end of = a 

gy ma-— month, readers are invited to spe . Reisin ts canst to supnly oll of . on 
zers. | as many of the Star brand prod- River Rais quipped pply of your display . 

oral vublished. Pete ee er requirements. A new and different service. . . as convenient 
Prai a In addition, contestants are re- ‘ : i ; 

: Towa} quired to send in the customary as your telephone. Our Creative Staff supplies the basic . 4 
Agri-§ 25-word letter on “why I buy Star , : ; 

bounds." idea... our Production Experts produce the finished display 
avail- , 

Paperj @ As outlined by Star Salesmen, in our fully equipped Monroe, Michigan plant. You can expect 
cago 3,8 Associated, the plan is designed 

to do five jobs: 
2S 1. Provide effective cooperation 

to national accounts. 

economies because River Raisin is one of the country’s largest 

pe! ed 2. Produce maximum results for manufacturers of corrugated and fibre board. The next time 
a. accounts. A si t i . 
. 3. Increase national linage. you want dimensional displays that produce immediate 
sistant 4. Build up local linage through i ‘ ° 

tie-ins. action call for our ONE CALL FOR ALL service. é 
with 5. Increase advertising conscious- 

Dew-§ ness of consumers, retailers, whole- 
Brush§ salers and manufacturers. \ v 
Lrents’ According to the Johnson City ss 
Oopel § paper, all of the grocers who have : t 
~ the} been working on the program are 
soohal enthusiastic. The paper itself has 

added several new grocery accounts 

and increased the linage of oth- 

y ers—and national advertisers have 

sould lent satisfying support. 

yore Bradfute Named Executive 
New-} of Industrial Surveys. 
» ina Fred L. Bradfute, general man- 
agen- § ager of Buy-Lines, syndicated ad- 
e the} vertising column, has been ap- 
‘ke. pointed executive vice-president of 

Industrial Surveys Inc., New York, ne 
'y effective Feb. 1. He was formerly DIMENSIONAL 
New & Sales promotion manager of H. J. DISPLAYS 
Niel- ? Heinz Co., Pittsburgh. N 
elsen 

. Chrysler Appoints Hills 
Philip K. Hills has been named 

promotion manager of the export 
division of Chrysler Corp., Detroit. 
For the past two years he has been 
assistant to the president of Chrys- Ce 
ler Export. © 

Spitzer & Mills Names V. P. 
_ V. L. Hanna, account executive 
in the Montreal office of Spitzer 
& Mills Ltd., has been made a vice- 
President of the agency. 
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Tyson Boosts Norton 
C. Gilbert Norton has been ap- 

pointed media director of O. S. Ty- 
son & Co., New York, to succeed 
Leigh Doorly, who will assume 
new duties with the agency. 

Mr. Norton has been with Tyson 
since 1943. He was at one time 
promotion manager of Power, and 
later advertising manager of the 
Economy Fuse & Mfg. Co., Chicago, 
and Lehigh Portland Cement Co., 
Allantown, Pa. 

Elgin American to Klein 
Julius Klein Public Relations, 

Chicago, has been named to han- 
dle the public relations of Elgin 
American division of Illinois Watch 
Case Co., Elgin, III. 

PRINTED ADHESIVE CELLOPHANE TAPE 

OPFLIGHT | 

Curtis’ Use of 

Research Studied 

in New Volume 
Practical Applications 
Emphasized; New Book on 
Marketing Theory Issued 

New YorK—A review and ex- 

position of marketing research in 

action is contained in “Market- 

ing Research Practice,” just pub- 

lished by Ronald Press Co. ($5). 
The book, edited by Donald M. 

Hobart, director of research of 

Curtis Publishing Co. and a past 
president of the American Mar- 
keting Association, is in reality 

a Curtis “staff project,” with seven 
of Mr. Hobart’s associates listed 
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as contributors, and mumerous 

other members of the Curtis re- 

search staff given credits in the 

preface. 
A short introduction, giving the 

history and development of mar- 

keting research from the time the 

first department was started by 

Charles C. Parlin for Curtis in 

1911, and explaining the uses and 
functions of marketing research, 

and the organization of research 

activities, launches the book. 

Then follows a careful analysis 

of marketing research methods 

and techniques, with detailed dis- 

cussions of questionnaire formula- 

tion, sampling, interviewing, tabu- 

lation, and presentation of find- 
ings. 

w The bulk of the volume, Parts 

III and IV, comprising some 330 
pages, is given over to detailed 
discussions of research methods at 

Curtis and the presentation of ten 

case studies. As Mr. Hobart says 

in his preface: 

“Much has been written of the 

theories on which marketing re- 

search is based. We are more con- 

cerned here with the application 
of those theories, with the methods 

and techniques that have been 

developed and used as we have 

gone about seeking workable so- 

lutions to sales, distribution, mar- 

keting and advertising problems.” 

Marketing research practitioners 

and students should find the vol- 

ume an extremely helpful case 
book. 

BOOK ON BASIC THEORY 
OF MARKETING PUBLISHED 
Cuicaco—“‘Theory of Market- 

ing,” edited by Reavis Cox and 

Wroe Alderson, has just been pub- 
lished by Richard D. Irwin Inc., 

Chicago ($5). 

The volume, prepared under the 
sponsorship of the American Mar- 

keting Association, covers the 

heretofore largely ignored field of 
basic marketing theory. Mr. Cox 

is professor of marketing at the 
Wharton School of Finance and 
Commerce, University of Pennsyl- 

vania, and a former editor of the 

Journal of Marketing. Mr. Alder- 
son is a principal in Alderson & 
Sessions Inc., Philadelphia mar- 

keting research organization, and 

a former president of the Ameri- 
can Marketing Association. 

The book contains 20 essays by 

authorities on marketing theory 

and practice, grouped under four 

general headings: New concepts 

for marketing; marketing theory 

and economic theory; competition 

and public policy; and sharpening 

the tools of analysis. 
While much of the volume is too 

technical for the lay reader, serious 
students of marketing will un- 

doubtedly find the volume stimu- 

lating and inspiring in its explora- 

tion of basic theories and concepts. 

Geissinger Agency Named 
by Coastal Valley Packing 

W. B. Geissinger & Co., Los An- 
geles, has been appointed to direct 
the local and regional advertising 
of Coastal Valley Packing Co., Ox- 
nard, Cal., canner of Ortega, Las 
Palmas and Coastal green chiles, 
pimientoes and allied products. 

Jack Davis, formerly sales man- 
ager of Phillips & Associates, has 
been named an account executive 
of Geissinger. 

Hutchings Leaves Erwin, Wasey 
Charles Hutchings has resigned 

from the copy staff of Erwin, 
Wasey & Co., Los Angeles, to en- 
ter the television field. He will 
become associated with Todd Rus- 
sell, radio master of ceremonies, in 
the writing and production of 
package television and radio shows, 
effective Feb. 1. The new concern 
will be known as Russell-Hutch- 
ings Productions. 

Tigner Joins ‘Esquire’ 
Alan Tigner, formerly with the 

New York Herald-Tribune, has 
ioined the national sales staff of 
Esquire. 

a Ae 
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So Bowles Picks Benton... 
Mr. “Peabody’s” poem originally appeared in the New York Heralg 

Tribune Christmas Day. 

It pays, it pays to advertise and advertising pays; 
So make your pile and then retire to calmer, tranquil ways, 

And get yourself elected on a Democratic stream 

As Governor of Connecticut (while erstwhile clients scream) 

Then put your former partner in the Senate to replace 
A G.O.P.—and watch the smile on Mr. Truman’s face. 

Benton & Bowles, Benton & Bowles, 

Partners again in a kinship of souls; 

Once you were selling the wares of the great— 
Now you must peddle the plush Welfare State; 

Now to play brother to dummies and dimmies, 

Now to be pals of the boys with the gimmies! 
Benton & Bowles, Benton & Bowles, 

Road’s full of curves—with occasional holes. 

Since Politics has combed the Law until it’s hard to find 

A Justice for the Highest Court not burdened much with mind, 

To draft an advertising man might help the Senate click 

When all a statesman needs today is plain arithmetic. 

BUT—just suppose that Fate had brought together years before 

That trio—Truman, Benton, Bowles when Harry kept a store! 

Benton & Bowles, Benton & Bowles, 

Truman sold neckties and collars with rolls, 

Truman sold garters—for this he seemed made— 

He could have flowered in the haberdash trade! 

But he went busted, for you weren’t attending, 

Writing his ads and arranging his spending: 
Now we have him and, again, we have you— 

Sounds like a dream—but appears to be true! 

JOHN WILBERFORCE PEABODY, 

New Haven, Conn. 

Pure-Pak Council 

Steps Up Container 

Advertising Drive 
Detrroit—Pleased with the re- 

sults of its in‘tial advertising and 
promotion venture, Pure-Pak 

Council has added a number of 

publications to its advertising 

schedule for Pure-Pak fiber con- 
tainers. 

The group, composed of Ex- 

Cell-O Corp., manufacturer and 
distributor of the packaging ma- 

chines, and four container sup- 

pliers, has added Ladies’ Home 

Journal, Parents’ Magazine and 

Woman’s Home Companion to the 

magazine list. 

In addition, Food Topics, What’s 

New in Home Economics, and 

other trade publications have been 

added to the schedules which also 
will continue to include Better 

Homes & Gardens, Good House- 

keeping and The Saturday Eve- 

ning Post. 

Fred M. Randall Co., which han- 
dles the council’s campaign, will 

supply newspaper mats, radio 

spots, tags, folders and other 

literature featuring the no-de- 
posit, no-return, convenience and 

light-weight features of the Pure- 
Pak containers. 

More than 1,000 dairies and their 
agencies are expected to cooperate 

in the expanded drive. 

Forms Export Sales Unit 
Diamond Alkali Co., Cleveland, 

has established an export sales di- 
vision to coordinate foreign sales 
of alkalies and related chemicals. 
The new division will be located 
in the Chanin Bldg., 122 E. 42nd 
St., New York, with S. S. Savage, 
director of export sales, in charge. 
Mr. Savage was formerly export 
sales director of Martin Dennis Co., 
now the Martin Dennis division of 
Diamond. 

Brown Named Sales Manager 
T. J. Brown, formerly sales man- 

ager of Webster Bros. Ltd., Web- 
ster Air Equipment Ltd. and Glen 
Purvis Enterprises, has been ap- 
pointed sales manager of Super- 
silk Hosiery Mills Ltd., London, 
Ont., a division of General Pro- 
ducts Mfg. Corp. 
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Gilbert to Test 

TV Ettectiveness 

for Biow Clients 
New YorK—Gilbert Television 

Research will soon begin using its 

yideometer to test the effective- 

ness of the TV commercials of 

Pepsi-Cola Co., Philip Morris Co., 

Bulova Watch Co., Eversharp Inc. 
and Jacob Ruppert Brewery. 
These extensive studies to deter- 

mine viewer reaction to their cli- 

ents’ sales messages are being made 

for Biow Co. The Gilbert procedure 

will be to visit 250 families in the 

New York area. Interviewers will 

be equipped with the videometer, 

a 14-pountd, portable film projec- 
tor, to reproduce the commercials 

being surveyed. 

as Facts which Gilbert will seek 
to uncover include: 

1. Remembrance of commercials. 

If a respondent says he remem- 

bers seeing the TV advertising, he 
will be asked to describe it. If nec- 
essary to aid the recall, he will be 

shown the picture without sound 

and asked to recount the talk. 

2. Sales effectiveness. That is the 

percentage of the viewers who re- 

member the commercial and buy 
the product. To avoid overweight- 

ing this figure, this is determined 
before the memory test starts. 

3. What comparison does the 

viewer make of the sponsored pro- 
duct with competing products? 

4. Comparison of the attitudes 

toward the sponsor company of 

those who have and have not seen 

the announcements. 

s Gilbert Television Research is 
the latest project of Eugene Gil- 

bert, who in the past has busied 

himself with interpreting teen-age 

America for advertisers. His corps 

of young researchers make regu- 

lar reports on the buying habits 

of the nation’s boys and girls. 

Mr. Gilbert has spent several 

months developing and perfecting 

his TV impact technique. Early 
experiments were made in cooper- 
ation with Pepsi-Cola. 
Among other clients enlisted for 

the service is Foote, Cone & Beld- 
ing, which will make a study to 

find out the longevity of the im- 
pact of TV. That agency has asked 

Gilbert to determine how well 

viewers remember a commercial 

which has not been on the air for 
several months. 

Lott Agency Moves Offices; 
Appoints Four to Staff 

Lott Advertising Agency, spe- 
cializing in television, radio and 
direct mail, has moved its offices 
from 1680 North Vine St., Holly- 
wood, to 1273 Westwook Blvd., W., 
Los Angeles 24. 

Cecil Graham, formerly direct 
mail consultant in London, Eng- 
land, has joined Lott to head the 
direct mail department. Robert 
Dehn has been named account ex- 
ecutive of the agency and Paul 
Bice has been appointed art di- 
rector. Calvin Boswell has joined 
the agency as production mana- 
Ser. 

Will Study American Markets 
To help boost exports to the dol- 

lar area, the Swedish government 
is financing a $100,000 survey of 
American markets for some of its 
industries. The Swedish glass and 
wood industries are also planning 
Surveys in this country. 

Samarkand Cos. Name Graft 
Harry Graff Advertising, New 

York, has been named to handle 
the advertising of Samarkand Mills 
Inc. and Samarkand Rugs Inc. 

SIGHS OF LONG LIFE” 
FOR QUANTITY BUYERS 
THE ARTKRAFT* SIGN CO. 

Division of 
Artkraft® Manutacty: Corporation 
900 Kibby $r., time, Dhie. U.S.A. 

“Tredemerts tog U 5. Per Of 

Y/ 

Jan. 23-25. Newspaper Advertising Exec- 
utives Association, annual convention, 
Edgewater Beach Hotel, Chicago. 

Feb. 10-11. Northwest Daily Press As- 
sociation, 3lst annual meeting, Hotel Rad- 
ison, Minneapolis. 

Feb. 13-14. Inland Daily Press Associa- 
tion, midwinter meeting, Congress Hotel, 
Chicago. 

Feb. 28-March 1. Domestic Distribution 
Department, Chamber of Commerce of the 
United States, 6th National Marketing 
Conference, Hotel Book-Cadillac, Detroit. 
March 28-31. Premium Advertising As- 

sociation of America, 17th annual na- 
tional premium buyers exposition and 
conference, Stevens Hotel, Chicago. 

April 11-12. Annual symposium and ex- 
hibit, Point of Purchase Advertising In- 
stitute, Waldorf-Astoria Hotel, New York. 

April 25-27. American Newspaper Pub- 
lishers Association, annual convention, 

Waldorf-Astoria, New York. 
May 14-17. National Newspaper Promo- 

tion Association, annual convention, 
Schroeder Hotel, Milwaukee. 
May 22-23. Inland Daily Press Associa- 

tion, spring meeting, Congress Hotel, Chi- 
ca go. 
May 31-June 3. Advertising Federation 

of America, 46th annual convention, Ho- 
tel Statler, Detroit. 

June 29. National Association of Maga- 
zine Publishers, summer meeting, West- 
chester Country Club, Rye, N. Y. 

June 29-July 1. National Industrial Ad- 
vertisers Association, annual conference, 
Hotel Biltmore, Los Angeles. 

Sept. 18-21. Financial Public Relations 
Association, 35th annual convention, Ho- 
tel Statler, Boston. 

Oct. 9-11. Central regional meeting, Na- 
tional Newspaper Promotion Association, 
Indianapolis. 

Oct. 23-24. Inland Daily Press Associa- 
tion, annual meeting, Congress Hotel, Chi- 
cago. 

Promotes New Package 
Maillard Corp., New York, con- 

fections, is introducing Maillard’s 

whereby a personal message may 
be written on the gold foil panel 
attached to the top of the box. 
Consumer and trade campaigns 
will be used. William von Zehle & 
Co., New York, is the agency. 

To Fawcett Sales Statf 
Fred Walsh Jr., formerly with 

Ideal Women’s Group, has been 
appointed to the sales staff of Faw- 
cett Women’s Group, New York. 
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Canada Dry to Increase 
Prices for Ginger Ale . 

Canada Dry Ginger Ale, Jersey 
City, N. J., now is initiating price 
increases in most areas of the 
country. 

The wholesale price hike is ex- 
pected to bring retail prices for 
the large bottle to 18¢, or two for 
35¢, instead of 15¢. Prices on the 
small-size bottle are also to be in- 
creased. 

Autogram, a personalized package 

¢ 

GEORGE T. HOPEWELL: INC. EASTERN REPRESENTATIVE - 

> ~~" 7 2 “is 

hicago SS” THE MOST DIRECT MEANS “@ 
f efender OF TAPPING AMERICA'S 

% VAST NEGRO MARKET VZ 
101 PARK AVENUE. NEW YORK 

PITTSBURGH’S OUTLOOK IS BRIGHTER BY A BILLION 

Smoke control has made Pittsburgh a bright, sunny city, 

But it took more than smoke control to create the 

sunny optimism that pervades this great market. Things 

are happening here, 

The Western Extension of the famed Pennsylvania 

Turnpike is under construction. Big power scoops work 

night and day on a $3,000,000 highway through the 

West End. J&L’s buying up land for its $42,000,000 

The photograph on the left was taken in the smog on December 6, 1944. Smoke control 

banished Pittsburgh smog. On the right is the same view taken on December 6, 1949. 

One thing about Pittsburgh and the rich Pittsburgh 

market has not changed. The Press is still Pittsburgh’s 

No. 1 newspaper. 

A recent independent survey of 5,852 new car buyers 

in Allegheny County showed that 64.7% of them regu- 

larly read the daily Press, and 71.1% of them regularly | 

read the Sunday Press. The same survey showed that 

the exclusive coverage of The Press among these readers 

is more than twice that of the second paper. 

Your advertising gets the benefit of that kind of coverage 

when you place it in The Pittsburgh Press. Your Press 

Representative will furnish other pertinent data—ask 

Rep ted the G 1 
Advertising Department, 
Scripps-Howard Newspapers, 
230 Park Avenue, New York 
City: Offices in Chicago, 
Cincinnati, Detroit, Fort 
Worth, Philadelphia, San 
Francisco. 
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expansion on the South Side. Eleven railroads operating 

in the area have invested something over $100,000,000 

in diesel locomotives. 

Pittsburgh is thinking big. . . planning big. . . building 
big... and buying big. The proof is the construction, 

expansion and improvement of industrial plants now 

being carried out in the Pittsburgh area. In such projects, 

business is investing a total of well over a billion dollars. 

him for the information you need on Pittsburgh. Every 

Scripps-Howard Representative is a Press Representative. 

1948 

PRESS (e) 12,796,909 

PRESS (S) 5,840,815 

Post-Gazette (m) 7,157,346 

Post-Gazette (S) — 

Sun-Telegraph (e) 8,585,472 

Sun-Telegraph (S) 5,098,437 

Sunday figures include all supplements 

TOTAL ADVERTISING LINES 
published in first 9 months 

1949 Change 

13,540,569 +743,660 

5,737,072 —103,743 

6,859,709 —297,637 

1,701,799 -_ 

9,049,166 +463,694 

4,814,001 —284,436 

Source: Media Records, Inc. 

in City Circulation —in Classified Advertising 

oh Press 
in Retail Advertising —in 

General Advertising—in Total Advertising 
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Along the Media Path 

@ Progressive Architecture’s Janu- 
ary issue is “the most significant 

issue that has ever been published 

by an architectural magazine and 

certainly the most significant issue 

we have ever published,” accord- 

ing to P. H. Hubbard, president 

of Reinhold Publishing Corp. 

What makes the issue interest- 
ing and exciting is a 50-year re- 

view of architecture in the United 

States, covering not only develop- 

ments in design, but in building 

materials and equipment. 

You don’t have to be an archi- 
tect to get a thrill out of poring 

over its pages, filled with pictorial 

and textual detail on construction 

and architectural details, plumb- 

ing and heating equipment, etc., at 

the turn of the century, and con- 

trasted with methods and materials 
that have evolved through the 

years. 

e Coronet believes its “guaran- 

teed advertising results” story is 

paying off. At any rate, by Christ- 

mas it reported 66.4% more ad- 
vertising on order than was true 
a year previously, with gross bill- 
ing for 1950 at that date running 

WMT holds 
eo 

Garrison (lOWA) 

z Z al 

Lh SP WN 

. .. with exclusive CBS programming in Eastern 

Iowa ... with extra ammunition in the form of com- 

plete news coverage via AP, UP, INS, and local 

correspondents throughout the state ... with long 

range signal strength on Iowa’s best frequency, 

600 ke. 

There are no tremendous cities in WMT-land—just 

hundreds of small ones like Garrison with a combined 

population (within our 2.5 mv line) greater than any 

other station’s in Iowa. It’s an audience worth laying 

siege to. Ask the Katz man to shoot over the details. 

CEDAR RAPIDS 
5000 Watts 

BASIC 

600 K.C. 

COLUMBIA 

Day & Night 

NETWORK 

Wow (nN ouR, 2°7 1H YEAR | 

almost 60% ahead of the previous 
year. 

e Charles Saxon, who has been 
with Dell Publishing Co. for 10 
years, most recently as director of 

special projects, has been named 
editor of Modern Screen. 

e It’s another ad record: The Chi- 
cago Journal of Commerce’s an- 

nual “outlook” issue, published 
Jan. 11, carried 68,350 lines of 

display advertising, a record for 
the newspaper. 

e How “selective area” advertising 

works in the appliance field and 
enlarges the volume of coopera- 

tive advertising was explained in 
detail in an eight-page ad in the 
January issue of Electrical Mer- 
chandising placed by the Chicago 
Tribune, which is also distributing 
reprints of the folder. 

e Restaurant Management is on a 
staff hunt for “America’s best 
waitress.” When they find her, 

she’ll get an all-expense tour to 

the National Restaurant Exposi- 
tion in Chicago in May. 

e@ The Milwaukee Sentinel dupli- 
cated its unusual 1949 announce- 
ment ad for Chevrolet when the 

1950 models were revealed. Its 
Jan. 7 issue contained a four-page 

section (placed by Cramer-Kras- 
selt) with the first page and dou- 

ble truck advertising the eight 

local Milwaukee dealers. The 

fourth page contained a tie-in ad 
from Admiral, eight of whose TV 
sets were given away in connection 

with the Milwaukee Chevrolet in- 

troduction. The section was in ad- 

dition to the 10-column factory ad 
for Chevrolet. 

The next day the Sentinel car- 
ried a double truck sponsored by 
118 Chevrolet dealers in the re- 

-|mainder of Wisconsin and Upper 
Michigan. 

e Radio Station WOW, Omaha, is 
planning its third farm study tour, 
this one to be a 6,000-mile, 16-day 
“New South” tour. Mal Hansen, 

the station’s farm service director, 

is in charge. Last September, a 
WOW tour took 200 farmers to the 
West Coast, Canada and Mexico, 

and a year ago Hansen conducted 

25 midwest farmers on a study 

tour of 11 countries in Europe. 

e And down in Louisville, WAVE- 
TV is conferring the title of “tele- 
vision pioneer” (with appropriate 

certificate) on people, including 

advertisers, “whose foresight and 
cooperation helped to introduce TV 

into thousands of Kentucky and 
Indiana homes.” 

e Afternoon programming of TV 
stations, still relatively meager, is 

constantly being expanded. Ex- 

ample: KDYL-TV, Salt Lake City, 

began two hours of afternoon pro- 

gramming on Mondays, Wednes- 
days and Fridays Jan. 16. 

e Proud of Shirley M. Friedman 
are her fellow staffers on the 

Newark News. Miss Friedman was 
awarded the Dorothy Dawe-Amer- 

ican Furniture Mart gold cup for 

her outstanding articles on home 

furnishings during 1949, which 

were adjudged the best to appear 

in any newspaper during the year. 

Runners-up were Naomi Doebel 

of the Gazette, Cedar Rapids, Ia., 

and Lois Hagen of the Milwaukee 
Journal. In the national magazine 

group, the winner was the Sep- 

tember issue of House & Garden, 

edited by Albert Kornfeld. Last 

year the New York Times and 

Better Homes & Gardens topped 
their respective classes. 

e The experiment by which the 

Des Moines Register and Tribune 
last year authorized 193 weekly 
newspapers throughout the state 

Unele Ira* 

isa screwball ! 

et he he ee 

RETURN—Felt & Tarrant Mfg. Co., Chi- 
cago, reprinted the popular Uncle Ira ad 
in Dun’s Review, Newsweek, Time and U. 
S. News & World Report on the tenth an- 
niversary of its original run. When he 
appeared ten years ago, Uncle Ira, “The 
Lightning Calculator,” flooded the com- 
pany with requests for reprints and 
brought in fan mail from all over the 

country. 

qualified success. 

At the end of a year, the week- 

lies turned in 5,700 insertions, to- 

talling 18,562 lines. The weeklies 
get 15% commission for handling 
the ads. 

e Criterion Service Inc. has 
started a neighborhood campaign 

to induce consumers to buy local- 

ly. It has distributed 10,000 4x8” 

posters to all users of Criterion 
three-sheet advertising in all ma- 
jor market centers. 

e@ Booming is the home workshop 
hobby, says Popular Homecraft, 
reporting 42% more advertising in 
its January-February issue than 
a year ago. It is plugging a “make- 

it-yourself” drive with a special 
emblem carried on the front cover, 
in individual editorial features, 
and in all promotion. 

e Add anniversaries: Hotel World- 

Review will celebrate its 75th 

with a special supplement to be 
distributed with its June 3 issue, 

featuring a history of the hotel 
business. 

e United States Investor believes 
it may have the oldest—and also 

the oldest in point of service— 

advertising salesman in the land. 
Its candidate is Joseph L. Barker, 
who is 85 and has just completed 
60 years on the Investor’s staff, 
where he is vice-president. 

Does anyone want to argue? 

KING Promotes Rice 
Roger D. Rice, on the sales staff 

of Station KING, Seattle, has been 
named to the newly created posi- 
tion of national sales manager, ef- 
fective Feb. 1. John H. Pindell, for- 
merly on the sales staff of Gate- 
way Printing Co., Seattle, has been 
appointed to the sales staff of 
KING. 

To Manson-Gold-Miller 
Manson-Gold-Miller, Minneapo- 

lis, has been named to handle the 
advertising of Sta-Vis Oil Co., St. 
Paul. Sta-Vis has plans for an en- 
tirely new line of farm petroleum 
products for direct sale at the con- 
sumer level. 
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‘Oregonian’ Charges 

Largest Advertiser 

Uses Ads as a Club 
PoRTLAND, OrE.—The Portland 

Oregonian on Jan. 14 told its read. 
ers about a dispute with its larg. 

est advertiser, the Meier & Frank 
department store—in a front-page 

announcement. 

The department store, said the 

paper, canceled many pages of ads 

vertising after the Oregonian pubs 
lished a decision of the Nationa} 
Labor Relations Board which helg 
that the store was guilty of unfaig 
labor practices. 

The announcement, signed by M 

J. Frey, general manager of the 
Oregonian, asserted that “the Ore. 

gonian strives to report the news 

completely, impartially and with- 
out fear or favor,” and promised 

that the paper would continue to 
do so. 

Sponsors ‘Hollywood Reel’ 
French Sardine Co., Terminal 

Island, Cal., has signed to sponsor 
“Hollywood Reel,” for its Star- 
Kist tuna, in 14 markets for 13 
weeks. The program will be tele- 
cast on the three ABC owned and 
operated stations in Los Angeles, 
Chicago and San Francisco and 
also in Cleveland, Washington, St. 
Louis, Milwaukee, Omaha, Buffalo, 
Pittsburgh, Columbus, Syracuse, 
Seattle and Rochester. Rhoads & 
Davis, San Francisco, handles the 
account. The show has been a sus- 
tainer on KECA-TV, Los Angeles, 
for some time. 

Kralinator to Fisher Agency 
Kralinator Products Ltd., Pres- 

ton, Ont., maker of oil condition- 
ers, has appointed James Fisher 
Co., Toronto, to direct its advertis- 
ing. 

CREATORS and PRODUCERS 

SLIDE FILMS 
* Full 

Color ‘35 mm 

* Black SLIDES 
and White 

“Individualized’’ service customed to 
your most @ redui t 

FILM 

SLIDES 

Masters made from your original art- 
work—and duplications. Completely au- _— 
tomatic process- 
ing equipment. Quantity 

DUPLICATIONS 
Any Size Transparency 

in Any Quantity 

quantity production 
for the trade. Prompt, courteous atten- 
We specialize in 

tion. 

SLIDE 
MOUNTING 
Glass or Readymounts 

Special film services—lab or studio— 
for every film requirement, each budget- 
wise. 

CUSTOM MADE 

COLOR PRINTS 
Wash Off Relief— 

Carbro 

% Free Service 
List 110 on 

request 

OVER 50,000,000 SLIDES PRODUCED 

CINEQUE Colorfilm LABORATORIES 
424 EAST 89th ST. N.Y.C. SAcramento 2-4894 

CHICAGO: 30 W. WASHINGTON + Fin. 6-2250 

NEW YORK: 18 EAST 42nd ST. + VAn. 6-2900 

x 

ito accept classified ads for the 
R& ha been eclared n= 

POUND THE eats — 
ee x WABasH 2-1204 

Adverti 

Paul 

Poor 
PHILA 

eration 
Hoffma 
Richard 
Achieve 

Paul + 

the Be! 

preside! 

Club, < 
statue ¢ 

of the 

orial Bl 
Mr. F 

the hor 

during | 
signific: 
“promo 
Benjam 
resentat 

Americ: 

leaders! 

In mi: 

Spillan 
a mark 

the tw 
peril to 
years é 
courts | 

the Am 

as Othe 

exercise 

of Penr 

cis J. I 

Samuel 

Many 

tries be 

Plan al 

activitie 

Benjam 

Christ 

wreath; 

one by 

Richarc 

for the 

vertisin 

for th 

School 

Follo 

Frankli 

club he 

bers. I 

Poor R 

at the 

feature 

| es) 

x Pt es <> _ P (Ee 

“ie | | "= 
. ae —— 2 - 
a ——< 

| fb My OE PE «4 si | =e : 
i | oer | | = 

- e | GEES the fort in a | 

ee} | HBS, 

z er e net a 

> NS Gres eG - 7 » . ee 

SIGUA IR —— 

E Sa 4 VAAN > i 
| eo . YY ifs i ag | o*s Yo a ay: Gree 

.. V, on, £ 

eee 4 RAS =< a.  ———- LS 
a : Yay DR St. fee ||: a 

nace . - . . 

: GAs A a 
— - ~ 2 Al 5 SAS) ee | 
es | SAI IBA d] a. } 
a | V/ FO | eg a 
ae ; 1 ioe ——W ; , 

# : 

| 

pony, 0) k=) yi ke, J | 

aS Y gn RJ 

” LD Wy 
a 

Fiat Issues 

he has pu ea 
| Pe “Schoy 

bea: copy, « 

vis Yearg 
es | etd 
Bia : 

conduc 
- a ganizat 

ee = E 

= i ~aAsc. | | $2 
WRK COE Ta ske 

Be: S ae te 4 oe biti ee tae ee a cae aaa 
ie SS gears SSS | | 
dies: cs sl as | 

ay 
; 4 LO Oe e ae ¥ | 

- ae MATRIX COMPANY FT 
ae ; PT «S17, SOUTH JEFFERSON STREET, CHICAGO 7, WLINOIS vst 

ok I a i NF @ z Seles © 4 t : i Sete ree wily te a Bere hea : 

ie Bae ls <a ees il Se te Die a es el ae » : ‘ ae ejects tam, EY ane afer zn oe es, aye tas a a Aas 

Ke ad Slee a ‘ : al ii eee Gs : ie hppa age ee Ne A eRe ee net pate aie rage doe nea Ce) ae ie oh fe ot ee osprey ‘ Sag ay ces = =e a Bo sine i dik cee a ae a hk <i. ) Sait is iy si Peer Ae men ow eee eg Be eee ae ee eae Ah, ee : 5 pee Chae aa : Y 



oO i. - § = ’ 

Advertising Age, January 23, 1950 

Paul Hoffman Gets 

Poor Richard Medal 
PHILADELPHIA—Economic Coop- 

eration Administrator Paul Gray 
Hoffman was awarded the Poor 
Richard Club’s 1950 Gold Medal of 
Achievement on Jan. 17 at colorful 

ceremonies mark- 
ing the 244th an- 

niversary of the 

birth of Benja- 

min Franklin, 
patron saint of 

the nation’s old- 
est advertising 
club. 

Presentation 
was made by 
James J. D. Spil- 
lan, executive 

vice-president of 
the Benjamin Eshleman Co. and 
president of the Poor Richard 
Club, at a ceremony around a 

statue of Franklin in the rotunda 
of the Benjamin Franklin Mem- 

orial Bldg. 
Mr. Hoffman was singled out for 

the honor as the American who 
during the past year made the most 

significant contribution to the 
“promotion of ideas typified by 
Benjamin Franklin” and as a rep- 
resentative of modern enlightened 

American business and industrial 
leadership. 

In making the presentation, Mr. 
Spillan pointed out that there was 
a marked similarity in the jobs of 

the two men at a time of grave 
peril to human freedom. About 175 
years ago, Franklin haunted the 
courts of Europe seeking aid for 

the American revolutionists. 

Paul Hoffman 

s Other speakers at the noon-day 

exercises were Gov. James H. Duff 
of Pennsylvania; U. S. Sen. Fran- 
cis J. Myers, and Mayor Bernard 

Samuel of Philadelphia. 
Many representatives of coun- 

tries benefitting from the Marshall 

Plan also participated in day-long 
activities. These began at 11 a. m. at 

Benjamin Franklin’s grave in Old 

Christ Churchyard. Among the 
wreaths placed on the grave was 

one by Mr. Spillan for the Poor 

Richard Club, Alice L. Mooney 
for the Philadelphia Club of Ad- 
vertising Women, and H. H. Kynett 

for the Charles Morris Price 
School of Advertising. 
Following the exercises at the 

Franklin Memorial Bldg., the ad 

club held open house for its mem- 

bers. In the evening the annual 

Poor Richard banquet took place 

at the Bellevue-Stratford Hotel, 

featured by an absence of speeches. 

Issues Anniversary Data 
Will Schoyer & Co., Pittsburgh, 

has published the 1950 edition of 
“Schoyer’s Vital Anniversaries.” 
The booklet, available at $2 a 
copy, contains one to four anni- 
versaries for each day in 1950. 

Yeargain Joins Jackson 
John Yeargain, who formerly 

conducted his own direct mail or- 
ganization, has become a partner 
of Jackson & Co., New York. 

Are you getting 

all you want of the 

$250,000,000 

_ GOLF MARKET 2 
Get full facts from 

GOLFDOM 
JOURNAL OF THE WHOLE BUSINESS 

GOLFing 
NATIONAL PLAYERS’ 

MAGAZINE 

—, 
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‘EW YORK + ALBRO C. GAYLOR 

“EST COAST - ROY M McDONALD CO 

Chicago 5 

Music Group Announces 
Opening of Ad Contest 

The American Music Conference 
has announced its first annual ad- 
vertising awards for the use of 
music themes in advertising of 
non-musical products, services or 
causes. Awards will be made on 
Feb. 1, 1951, for ads released in 
1950. Entries must be in by Jan. 10, 
1951, to American Music Confer- 
ence, Philip Lesly Co. 100 W. 
Monroe St., Chicago. 

Judges will be S. R. Bernstein, 
editor of ADVERTISING AGE; Regi- 
nald Clough, editor of Tide, and 
Eldridge Peterson, editor of Print- 
ers’ Ink. 

American Kitchens Names 3 
John E. Bogan has joined the 

American Central division of Avco 
Mfg. Corp. He will be central re- 
gional manager of American Kit- 
chens, making his headquarters 
in Chicago. Roy S. Gallagher has 
been named southern regional 
manager of American Kitchens, 
with headquarters in Atlanta. Dale 
Mikesell has been appointed Cleve- 
land district sales manager of 
American Kitchens. 

Westinghouse Advances Two 
Frank E. Heikkila, resale and 

industrial supervisor in the Buffalo 
office, has been named assistant 
industrial sales manager of West- 
inghouse Electric Corp., making 
his headquarters in the East Pitts- 
burgh office. S. F. Davies Jr., man- 
ager of the ballast and special 
products section, has been ap- 
pointed manager of the commer- 
cial, industrial and flood lighting 
section of the lighting division of 
Westinghouse. 

Add Panel Homes Account 
General Panel Corp., Burbank, 

Cal., has appointed R. T. O’Con- 
nell Co., New York, and its affili- 
ated agency, Lockwood-Shackel- 
ford Co., Los Angeles, to handle 
promotion of panel homes. The ac- 
count formerly was placed direct. 

Names Redfield-Johnstone 
Colonial Airlines, New York, has 

switched to Redfield-Johnstone, 
New York, for advertising in news- 
papers, magazines and business 
publications. The account was for- 
merly with Seidel Advertising 

Chemical Service to Roman 
Chemical Service of Baltimore 

has placed its advertising with 
Roman Advertising Agency, Balti- 
more. Trade publications and di- 
rect mail will be used. 

Alwyn Heads Sales Setup 
T. E. Alwyn, who has been dis- 

trict sales manager of American 
Can Co. in Philadelphia, has been 
re general manager of 
sales. 
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To Badger & Browning 
Badger & Browning & Parcher, 

Boston, has been named to direct 
the advertising of Holt Pen Co., 
Crompton, R. I., fountain pens, 
Ink-Riters and mechanical pencils. 

Names Jerry Brookman 
Television Engineering, New 

York, has named Jerry Brookman, 
with offices at 299 Madison Ave., 
New York, as eastern advertising 
representative. 

 Die-Cutting + haueiing Paper Lining, etc. 

@ SERVICE BINDERY Co., INC. 
ond subsidiary 

SERVICE MOUNTING & FINISHING CO. 
— Plant—224) South Wabash Avenues 
New Phone—CAlumet 5-3224 
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Agency. 

Certainly—why not? . 

for farmers? . 

whole country pre-War! 

SucceEssFUL FARMING has always been selective in its content 

and circulation ... concentrated on the country’s best farmers, 

in the Midwest, the agricultural Heart states having the best soil 

and climate. . . farmers with the largest individual investments 

in land and equipment, volume production of basic crops, 

highest cash incomes... 

The SF subscriber has always had an income well above the 

national farm average. And with ten years of record prices and shy 

profits, the SuccessruL Farminc family is catching up fast on its “7 oe 

building, remodeling, refurnishing. Ask the living standards... 

stores where SF farmers do their buying! 

No other medium has the SF farm market. . 
media merely meet its fringe, can’t deliver advertising to the 

. are no substitute for SuccessruL FARMING, 

or for the interest, acceptance and confidence SF gives to 

advertising—after forty years of effective service in helping 

make farming the profit business it is today! . . 

Des Moines, New York, Chicago, Detroit, 

top farm families. . 

from any SF office... 

Cleveland, Atlanta, San Francisco, Los Angeles. 
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. But Successrut FARMinG, published 

.. Right! Dessit the SF subscribers are the largest Y 

and finest sachet for decorators, home furnishings, equipment, 

appliances, furniture and decoration—in the world today! More? 

of a quality market, in this one magazine, than existed in the 
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Borden Shifts Media List and Ad Format; 

Chemical Division Advertising Expands 
New YorkK—Borden Co., which 

for more than ten years has con- 

centrated its magazine advertising 

in general weeklies, has revised 
its media schedule. 

The American Weekly, Life and 
Look will continue on the list. In 
place of the other magazines, the 

company this year will use Better 

Homes & Gardens, Good House- 

keeping, True Story and Woman’s 
Home Companion. 

Layout of the four-color pages 

also will be changed. The new copy 
will feature product illustrations 
and a news column, “Fun with 

Food, by Elsie, the Borden cow.” 
Recipe-type format will accent 

direct product selling, and illustra- 

tions of Elsie will be retained to 
increase reader recognition. 
The “Fun with Food” column, 

which takes up the right-hand 

column on the color pages, also 

will run separately in 13 issues of 

Parade, and will be offered to 

Borden affiliates for use in local 

newspapers. 
Young & Rubicam is the agency. 

sin addition to the consumer 
program, Borden will expand its 

chemical division plans, through 

James Thomas Chirurg Co. 

Industrial bulk and liquid glues, 

small-package consumer glues, 

plastic compounds and other prod- 
ucts manufactured in the Phila- 
delphia Durite plant will be fea- 

tured. 

Trade publications, especially in 
the furniture, wood-working and 
plastics fields, will carry the bulk 
of this campaign. Small-space in- 
sertions also have been scheduled 
for Better Homes & Gardens, Good 
Housekeeping, and The Saturday 
Evening Post. 
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HERE ARE THE 
4A RETAIL SALES 

FIGURES FOR THE 
ROCKFORD 
CITY ZONE 

POY TTTTTTTT 

Eating and Drinking Places............i..+.-$22,200,000 
General Merchandise...........660e00000000+$14,634,000 

Hardware Lumber, Building, 
Automotive 

seccccccccccccecc@ lay 22,000 
icdeneuesdtend chebeeecteesedne (eemeeee 

Piao rncnvcchdhs bidhisesBingstsonsetaesede 4,506,000 

total retail sales, $166,295,798 With other classifications, 
Rockford ABC Retail Zone, total 

122,601 Civ" zone 

retail sales, $596,041,275 

in ILLINOIS | 

FORD 
»s Yo Wid- West 

ROCKFORD MORNING STAR 
Rockford Register-Republic 
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your thumbs and first two fingers work 
for you. They're perfect helpers. Faithorn 3-in-l 

service works like that in the production of your advertis- 

%, 

Notice the wonderful way 

ing. It unifies and synchronizes the skilled actions of producing fine 
Typesetting, Engraving and Printing. It keeps production thumbs and 
fingers where they belong — together. Try Faithorn 3-in-1 service once 
and you'll know it's a mighty satisfying rule of thumbs (and fingers) for 
you. Write—or phone WHitehall 4-2300, and a representative will call. 

FAITHORN is the ONLY concern in Chicago 
that offers advertisers this COMPLETE SERVICE... 
a definite saving of TIME, TROUBLE and MONEY. 

SPECIALISTS 

IN 

COLOR PROCESS 

PLATES 

BROTHERHOOD—Honored with plaques for brotherhood service by the National 
Conference of Christians & Jews at a dinner at the Waldorf-Astoria, New York, were 
(left to right): Milton Biow, president of Biow Co.; Bruce Barton, chairman, BBDO; 
Thomas D’Arcy Brophy, chairman, Kenyon & Eckhardt; and Lee H. Bristol, president, 

Bristol-Myers Co., who acted as toastmaster and made the presentations. 

Cost Per Unit 

of Distribution 

to Drop: Tomlin 
Boston—“We can move a gallon 

of oil, weighing seven pounds, from 
Texas to Boston cheaper than we 

can mail a post card the same dis- 

tance—because of scientific dis- 

tribution,” Stokes Tomlin, distribu- 

tion engineer of Shell Oil Co., told 
the llth annual New England 

Sales Conference here last week. 
“The greatest savings in the 

future, both to the public and bus- 
iness,” he forecast, “will come in 

the field of distribution.” He said 

services of distribution now cost 

the public about $90 billion a year, 

and that the cost may go higher 
as the total volume of U. S. pro- 
duction expands. 

Distribution costs are high, Mr. 
Tomlin said, because of the com- 

plex operations involved—trans- 

portation, warehousing, selling, ad- 

vertising, plus some research, fi- 

nancial and engineering opera- 

tions. 

a To cut costs, Tomlin recom- 

mended that business: (1) Stop 
thinking of distribution as an un- 

related series of operations, and 

consider it as an integral unit— 

like manufacturing; (2) remember 

that distribution is new, is chang- 

ing fast and will change faster in 

the future; (3) realize that dis- 
.ribution is relatively unknown— 

many companies, he said, have not 

defined distribution operations, 

still have only “the foggiest ideas” 

of distribution costs, which must 

be known before they can be re- 

duced. 
He cited the 20th Century Fund’s 

report that distribution costs ac- 

count for 59¢ of the consumer’s 

dollar, as against 41¢ for pro- 

duction. He also cited a survey of 

147 companies, producing 18 con- 

sumer products, to show that the 
distribution dollar is divided into 

40¢ for direct selling costs, 20¢ 

for advertising and sales promo- 

tion, 1l¢ for finance and credit, 

and the remainder accounted for 

by transportation, warehousing, 

administration and miscellaneous 
expenditures. 

Shell is able to say that in 1949, 

for every dollar’s worth of product 
sold, it cost the company less than 
half the national average to move 
the product from refinery to con- 
sumer. 

e Of packaging, Mr. Tomlin com- 
mented: “It is common practice to 

make certain price concessions for 
packages of a certain size. Yet a 
careful study of costs of handling 
products in specially priced pack- 

ages may show that it costs sev- 

eral times as much to handle the 
bargain package as it does to han- 

dle the regular size sold at a high- 
er price. It does not pay to talk 

about the giant economy size until 

you’re sure the giant is economi- 

cal.” 

He brushed aside the question 

of whether distribution costs too 

much, and said he was uncon- 

cerned about total cost of distribu- 

tion. 

Unit cost is his concern, because 

he thinks that as population and 

production increase, total cost of 

distribution inevitably will rise, 

but the unit cost of distribution 
can be cut by using scientific and 

technological skills. 

Celotex Will Use 

Color Ads in 1950 

Advertising Drive 
Cuicaco—Celotex Corp. will in- 

tensify its campaign to home own- 
ers and prospective home buyers 
through color ads this year in 

Better Homes & Gardens, Path- 

finder, The Saturday Evening Post, 
Sunset and other national maga- 
zines. 

Copy will continue to feature 
“common sense cost” homes, de- 
signed for the company. Ads will 

point out that “Celo charts” are 
available through coupons carried 

on all ads. 
The company received more 

than 125,000 requests for the charts 
last year. It followed up each re- 

quest with a card giving the name 

of the nearest Celotex dealer and 
suggesting a call on the dealer for 

further information. 

s In addition to the general mag- 

azine campaign, the company has 

launched a program in farm publi- 

cations emphasizing remodeling 

and insulation of farm buildings. 
Another facet of the 1950 cam- 

paign will be an appeal to the 

building material supply dealers. 

Copy in building trade publications 

will stress the additionai sales pos- 

sibilities which can be uncovered 

through use of tie-in material. 
Celotex Corp. also will continue 

to exhibit at all state lumber dealer 
conventions and the annual Na- 

tional Association of Home Build- 

ers show in Chicago in February. 
MacFarland, Aveyard Co. has 

the account. 

Four Appoint Crossley Agency 
J. T. Crossley Co., Los Angeles, 

has been named to direct the ad- 
vertising of Dixray of Los Angeles, 
maker of the “new flexible-round 
daylight fluorescent” for displays. 
The agency also has been ap- 
pointed by Moto-Sway Corp. of 
America, South Pasadena, Cal., 
automotive hoists; Trukett, South 
Pasadena, manufacturer of a port- 
able folding trunk extension for 
passenger cars, and Pan-American 
Trailer Co., Alhambra, Cal., man- 
ufacturer of house trailers. 

Flowers of Hawaii Names 2 
H. C. Krueger has been named 

mainland general manager of 
Flowers of Hawaii Ltd., making 
his headquarters in Los Angeles. 
E. B. Kanner has been appointed 
national sales manager. Graham 
W. Dible has resigned as sales 
manager of the company. 
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KMOX Promotes Anderson 
E. H. Shomo, 

general manager 
of Station KMOX, 
Columbia Broad- 
casting System 
outlet in St. Lou- 
is, has announced 
the appointment 
of P. S. (“Andy”) 
Anderson as gen- 
eral sales man- 
ager of the sta- 
tion. Mr. Ander- 
son, a native of P. S. Anderson 
Denver, joined 
KMOX in 1945 as an account 
executive, and was appointed local 
7. ‘meee of the station Oct 
La ' 

National Transitads Names 3 
Robert W. Ranson and Willis H. 

Ambler, both in the New York of. 
fice, have been appointed assistants 
in the sales department and in the 
agency department, respectively, 
of National Transitads Inc. Howard 
Allen, of the New York and Phila- 
delphia offices, has been named as- 
sistant to E. J. Frazer, vice-presi- 
dent in charge of sales, in the co- 
operative advertising department. 

Ice Group Appoints Pool 
John G. Pool Jr., formerly chief 

copywriter in the promotion de- 
partment of the Washington Post, 
has been named assistant director 
of advertising and publicity of the 
National Assc*iation of Ice In- 
dustries, Washington. 

EVER SEE A BUSHEL 
WITH A CELLOPHANE 

WINDOW? 
“Hiding your light under a bushel” has 
never been considered an American vir 
tue. As a nation, and as individuals 
we've seem believed in taking full 
credit for all our accomplishments. 

In pengtng weit this fine American tra 
dition we have cut a cellophane window 
in our bushel, so that you may see our 
candle and the flame that burns on it. 
It was lighted, this time, by Mr. John 
Stevenson, Vice-President of the Grey- 
stone Corp.—owners of the Fiction Book 
Club—who says, of one of the many 
Circulation Associates services: 

“We believe that the success of 
The Fiction Book Club Contest 
last year was in great part due 
to the careful attention given by 
Circulation Associates to all of 
the many details involved in reg- 
istering the entries, judging the 
answers, and maintaining the vo- 
luminous correspondence involved. 

“Our hat is off to you for a con- 
scientious, intelligent job well 
done!” 

Sure, it’s nice to have people say nit 
things about the work you do for them 
... whether it’s contest-judging, list 
maintenance, circulation-fulfillment oF 
any other Direct-Mail operation. 

But you have to do nice things to merit 
that sort of praise. And that’s exactly 
what we’ve been doing, for some of the 
country’s top mail users, for years a 
years. We can do the same thing for 
you, if you say so, at the first oppor- 
tunity. Just write to the address below, 
or telephone COlumbus 5-3150 right now! 
NOTE: A postcard with your name and address... 
and the words “SEVENTEEN STEPS” will 
bring you full information on Circulation Assocr 
ates’ “SEVENTEEN STEPS TO RESULTFUL 
DIRECT-MAIL ADVERTISING”...a complete 
practical course in Direct-Mail techniques and pro 
cedures from the initial planning of a campaign t@ 
the final analysis of returns. Drop your card in thé 
mail today! 

CIRCULATION ASSOCIATES 
Circulation Fulfiliment « List Compilation And 
tenance * Stencil Cutting * Triple-Head Muitigraphing 

+ Offset Li raphy * Letter Press Printing * 
* Addressing * Mailing * Complete Mail Campaigns* 
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Trends in Women’s 

Beauty Habits Shown 

in Fawcett Summary 
New YorK—Fawcett Women’s 

Group has published “Nine Years 
with the Fawcett Beauty Reader 
forum,’’ a summary of highlights 

from the detailed reports which 

have been issued during the past 
pine years. 
The 54-page book, which may 

be had on request to Mary Bailey, 
peauty editor, Fawcett Publica- 
tions, 67 W. 44th St., New York 
18, reports the trends in usage, 
prand preference and types of 
store in which purchases are made, 

for 49 different beauty products 

and toiletries. 
The trends, as shown by com- 

parisons extending over nine years 
in most cases, and over somewhat 
shorter periods in others, are in- 

teresting and revealing. For ex- 
ample, use of deodorants has be- 
come almost universal in the nine- 
year period, 96% reporting they 

use them. 

a On the other hand, bath salts 
and water softeners, used by 35% 
in 1941, had only 24% usage in 
1949. Use of eyebrow pencil has 

fallen from 39 to 32 in the period; 
of eye lotion from 37 to 30, and of 
eye shadow from 19 to 14. Home 
permanent waves have gone up 
from 17 in 1944 (the first year the 

question was included) to 39 in 
1949; at the same time, professional 
permanents have declined from 77 
in 1942 to 32 in 1949. 
Leg makeup, used by 30% in 

1943 and up to a hot 47% in 1945, 

dropped to 13% in 1949. Rouge, 
too, seems to be “disappearing”: 

}85% used it in 1941, only 55% 
last year. 

a Figures on type of store are 

particularly interesting. They seem 

to indicate, for almost every pro- 

duct, that while drug stores and 

department stores have held or in- 
creased their share of the business, 
5&l10¢ stores have been taking a 

beating in this field, and an in- 
creasingly large proportion of bus- 
iness is being garnered by “other” 
outlets, presumably including 

house-to-house sales, supermar- 
kets, etc. 

The last page of the book, con- 

taining factual data on members of 

the Fawcett Beauty Reader Forum, 

also provides intriguing informa- 

tion for those who want to add to 

their store of lore about the fair 
sex, 

a Thirty-four per cent of the 
forum members describe their 
complexion as fair, 60% as “me- 
dium,” and 6% as dark. Only 32% 
believe they have a “normal” skin 
type while 36% confess to oily 
skin. Blue eyes are attributed to 
37%, brown to 34%, hazel to 19%, 
gray to 7%, and 3% confess to 
green. 

Yet 68% have brown hair, 18% 
blonde, 9% black, 4% red—and a 

» Mere 1% gray, which may be ex- 
Plained by the fact that only 6% 
of the panel are 40 years old or 
older. 

McCann Combines Units 
McCann-Erickson, Chicago, has 

consolidated its research and me- 
dia departments with Francis X. 
Brady as director. Mr. Brady is re- 
sponsible for management, direc- 
tion of personnel and coordination 
of activities. John B. Holmes, ap- 
Pointed senior space buyer, will 
Specialize in media selection and 
Space buying on assigned accounts. 

Remember 

WM. F. RUPERT 
Compiler of NATIONAL 
BIRTH LISTS EXCLUSIVELY 
for the past 55 years. 
90 Fifth Ave., New York 11 

OR 5-3523 

Law to Grant Advertising 
J. Marion Law Jr., who for the 

past year has directed public re- 
lations in the U.S. for the Society 
of Motor Manufacturers and Trad- 
ers Ltd. of Great Britain, has joined 
Grant Advertising, New York, as 
an account executive. He will di- 
rect public relations and publicity 
for the British motor society, one 
of the agency’s clients. 

Detroit Art Directors Elect 
Joseph Franz, Maxon Inc., has 

been elected president of the De- 
troit Art Directors Club. Other of- 
ficers are: Cliff Brown, Wolf- 
Jickling-Conkey, honorary vice- 
president; Mickey McGuire, Mc- 
Manus, John & Adams, 2nd vice- 
president; Robert Schafer, Camp- 
bell-Ewald, secretary, and Art 
Lougee, Ford Motor Publications, 
treasurer. 

Clark Agency Names Bowler 
Holden Bowler has been ap- 

pointed radio director of Harold 
Walter Clark Inc., Denver agency. 

Saunders Issues ‘49 

Newspaper Ad Book 
CLAREMONT, CAL.—“Newspaper 

Advertising Annual, 1949,” a com- 

pilation of outstanding newspaper 

ads as selected by Jo Sinel, indus- 
trial designer, has been published 

by Saunders Press. 
The advertisements appearing in 

the annual were selected pri- 

marily because of their design. 

Purpose of the volume is to furn- 

ish a reference book on layout 

composed of actual ads for which 

space actually was purchased. 

Pages in the 92-page annual are 

approximately the same size as the 

standard newspaper page and all 

advertisements reproduced appear 

in about the same space as they 

originally occupied. 

The book is available from 
Saunders Press here. The price is 
$15. 

Mohler Forms Brokerage Firm 
Ray E. Mohler, formerly pub- 

lisher of the Blade, Brighton, Colo., 
has opened a publisher’s service 
agency, Ray E. Mohler & Associ- 
ates, at 321 Boston Bldg., Denver. 
The new company will operate as 
a general brokerage agency in the 
sale, purchase and consolidation of 
newspapers and other media. 

Hoftman Names Louttit 
T. Robley Louttit Inc., Provi- 

dence, R. IL, agency, has been 
named to handle the advertising 
of Arnold Hoffman & Co., Provi- 
dence, manufacturer of industrial 
chemicals for the textile and in- 
dustrial chemical fields. Trade 
publications will be used. 

Atlas Film Names Lindquist 
Norman C. Lindquist, formerly 

television director of Malcolm- 
Howard Advertising Agency, Chi- 
cago, has been named director 
of television of Atlas Film Corp., 
Oak Park, Ill. 
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‘McCall's’ Drops Federal 
McCall’s, New York, has with- 

drawn its account from Federal 
Advertising Agency, New York, 
though the agency will continue to 
promote the magazine’s advertis- 
ing and promotion service pro- 
duced in cooperation with Super 
Market Institute. 

Conrad to Eagle-Picher 
Charles A. Conrad, formerly as- 

sistant director of advertising and 
sales promotion of American-Mari- 
etta Co., has been named sales pro- 
motion manager of the paint and 
varnish division of Eagle-Picher 
Co., in Lyons, Ill. 

KLX Covers 
OAKLAND, CALIFORNIA 
AT LOWEST COST PER 1,000 

Represented nationally 
by Burn-Smith Co. Inc 

Shopping Center 
of a Balanced 

Sales potential like this justifies a full schedule in 

the Repository for all consumer products. Despite 

claims to the contrary you just can’t cover this rich 

they eat 43% more 
in Canton, Ghio 

Retail food sales running 43% above the national 

average is your assurance that your advertising and 

selling in the Canton market will produce maximum 

volume per dollar invested. 

it’s an economical market to sell. One newspaper 

—the Repository—reaches the 94,000 families 

whose well above average incomes are stabilized by 

over 200 diversified industries and the crops from 

Ohio’s most thickly populuated farm area. 

market without the Repository. 

100% coverage of a one-newspaper market. 

99.3% carrier delivered. 

A Brush-Moore Newspaper 
Represented Nationally by Story, Brooks and Finley 
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Chicago Representatives Unveil Color 

Movie to Mark Their 50th Anniversary 
Cuicaco—The Chicago chapter 

of the American Association of 

Newspaper Representatives cele- 
brated its 50th anniversary Jan. 17 

with an overflow meeting at which 

a new sound color movie, “Johnny 

on the Spot,” was given its pre- 
miere. ‘ 

The film is a 20-minute pro- 
fessional job, produced by Pilot 

Films, and is designed to tell the 

story of newspaper advertising and 

its advantages. Its context was 

planned to appeal to advertising 

agency and national advertiser ex- 

ecutives, to newspaper executives, 

and to students of journalism, 

commerce and business adminis- 

tration in colleges and universities. 

@ Using the device of a letter from 
a publisher to “Johnny,” a news- 
paper representative, to tell the 

representative that he is now “on 

the spot,” the script is built around 

Johnny’s reply, in which he re- 
counts what he and other repre- 
sentatives are doing to sell news- 
papers, and the facts and figures 
they are using. 

Included in the picture is a 30- 
second sequence showing the head- 

quarters office of the Chicago 

group and the operations of Agnes 

Beck, who has served as full-time 

secretary for 25 years. 

Also included is a series of 
scenes featuring local advertising 

men—Russ Van Gunten of Foote, 

Cone & Belding; E. Ross Gamble of 

Leo Burnett Co.; George McGivern 

of Grant Advertising; Frank Hake- 

will of Roche, Williams & Cleary; 

Don Smith, advertising manager 

of Wilson & Co.; and Wesley I. 
Nunn, advertising manager of 

Standard Oil of Indiana—which 

demonstrates various phases of a 

representative’s work and also 

makes sales points for newspapers. 

These localized scenes are so 

arranged in the film that they may 

be eliminated, or replaced with 
others, when the film is used by 

other chapters of the association 
which may desire to do so. 

ws The film was produced under 
the direction of E. M. Roscher, St. 

Louis Post-Dispatch, president of 
the Chicago chapter, and Richard 

S. Tincher, New York News, who 

is chairman of the new business 
committee of the American Asso- 
ciation of Newspaper Representa- 

tives. Local AANR chapters in- 
terested in having copies of the 
film can secure details from Mr. 
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FLANKED by the local news and medical papers 
every doctor wants to see, accompanied always by 
advertising acceptable to the doctor’s own A.M.A. 
Councils, your sales message in the State Journals finds 
a cordial and consistent reception with the profession. 

Tell your story on any product from drugs and diag- 
nostic equipment to travel and television sets . . . 

Blanket all 42 states covered by the 34 Journals, or spot 
your promotion according to distribution . . . 

Settle on an approximate figure for this basic program 
of advertising to M.D.’s—THEN ... 

Write for our 29 convenient Space Budgets and choose 
the one that fits your needs and your appropriation. 
The Cooperative Medical Advertising Bureau will 
carry on from there—with one contract, one fit-all 
size page, one statement per insertion—and, if you like, 
one order for electros and mailing, placed by this office. 

May as well get the facts now. Just write “Budgets,” 
and address 

STATE JOURNAL GROUP 
COOPERATIVE MEDICAL ADVERTISING BUREAU 

OF THE AMERICAN MEDICAL ASSOCIATION 

535 N. DEARBORN ST., CHICAGO 10, ILLINOIS 

in charge of the test; (standing) Stan Schlenther, account executive; and D. 
Hause, Armour advertising manager. 
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TEXAS TEST—Principals completing plans for introduction in Texas of Armour & Co.'s 
new Cloverbloom 99, a food fat to compete with butter and margarine (AA, Nov. 14), 
are (seated, left) Albert Evans Jr., Albert Evans Advertising, Fort Worth, agency 

Chicago 11. 

are available without cost through 

Agnes Beck, executive secretary 

of the Chicago group, 360 N. Mich- 

Tincher at 435 N. Michigan Ave.,|igan Ave., Chicago 1. 
The advertising and agency men 

Prints for use by schools, ad-| who took part in the movie were 
vertising clubs and similar groups| the chapter’s guests at the unveil- 

ing, and each was presented with 

a plaque for his helpful coopera- 

tion. 

New YorK—Marketing poten- 
tials for 1950 indicate that this year 

can be the best year yet, if Ameri- 

can business aggressively seizes its 
opportunity, according to the J. 

Walter Thompson Co., which has 

just issued its annual critical 
analysis of consumer purchasing 

power and marketing opportunity. 

Of particular interest to adver- 
tisers are the following points: 

Two out of five U. S. families are 

new since 1940; 9,000,000 people 
have moved from rural areas to 

cities since 1940; from 1941 to 1949, 

nearly 18,000,000 families moved 
up to the “over $3,000” income 
groups. 

Rates in major national adver- 
tising media generally have gone 
up. It takes more dollars to dupli- 

cate most 1940 schedules. But total 

circulations and audiences have 

gone up nearly as much. So the 

average costs per 1,000 in these 

media have not risen as much as 
the prices of other commodities 

and services. 

s Each reader or listener that U. S. 
advertising reaches in 1950 will 

have on the average 39% more 
purchasing power than in the so- 

called “good” prewar year of 1940. 
“Any unemotional analysis of 

the basic changes that have taken 

place since 1940,” according to 

Arno H. Johnson, vice-president 

and director of media and research 

of the agency, “shows quite clearly 

that it will be possible even to ad- 
vance our standard of living still 

further, if only we make the small 

additional effort needed to create 

“| demand.” 

Total population, he estimates, 

will have grown to about 152,000,- 

000 by July, an increase of 15% 

over 1940. Disposable personal in- 

come in 1950, he believes, will 

reach $200 billion. Real purchasing, 

it is estimated, can show an in- 

crease of $45.5 billion over 1940 or 

6% above 1949. 

e Emphasizing that, even with 
ability to buy, people’s basic de- 

sires do not automatically convert 

into buying demand, Mr. Johnson 

declares that business faces the 
challenge of converting the power- 

to-buy into the will-to-buy. “And 
that can be whatever American 
business has the ingenuity and 

the courage to make it,” Mr. John- 
son says. 

The 36-page booklet, illustrated 34 Journals Covering 42 States 
‘ a OG Oo gues. 

]WT ‘Prospectus’ for 1950 Indicates 

Year Will Be Best Yet for Nation 
tions as the trend to pensions, sav- 
ings, consumer debt and consumer 

holdings of liquid assets. The latter, 

it notes, is three and one-half times 

what it was in 1940 with double the 

purchasing power. 

Five Appoint Buckley 
Earle A. Buckley Organization, 

Philadelphia, has been appointed 
to handle the advertising of R. O. 
Hill Inc., Photogravure & Color Co., 
“Tax Barometer” and “Alexander 
Tax News,” all in New York; di- 
rect mail division of Lester Piano 
Mfg. Co., Lester, Pa., and Mutual 
Hospitalization Insurance Co., Wil- 
mington, Del. 

Bromo-Seltzer Pushes TV 
Emerson Drug Co. is carrying 

a Bromo-Seltzer television spot 
campaign on 17 stations in 11 
cities. Batten, Barton, Durstine & 
Osborn is the agency. 

Krawitt to Reiman-Conway 
Henry L. Krawitt, formerly with 

Rogers Engraving Co. as a sales 
representative, has joined Reiman- 
Conway Associates, New York, in 
a similar capacity. 

Matson to Melamed-Hobbs 
Rosser H. Matson has been ap- 

pointed manager of industrial ac- 
counts for the St. Paul office of 
Melamed-Hobbs Inc. 

KCUL Names Homer Hogan 
Homer Hogan has been named 

commercial manager of KCUL, 
Fort Worth. 

Advertising Age, January 23, 195 

Enzingers, Lanolin 

Plus Settle Their 

Legal Wrangling 
Cuicaco—George Enzinger, 

agency executive and secretary. 
treasurer of Lanolin Plus Cosmetics 
Inc., has directed his attorneys to 
dismiss the $100,000 libel gyit 
which was filed against J. L. Peg. 

cock, president of Lanolin Plygs 
(AA, Jan. 9). 
According to Mr. Enzinger, the 

suit was dropped “upon receipt of 

a complete retraction and apology 

from Mr. Peacock and his at- 
torneys, plus other considerations.” 

The libel suit arose from Mrs. 
Enzinger’s suit against the com- 
pany’s contract to have its Lano- 
lin Plus distributed by Consoli- 
dated Cosmetics Co. 

es After Mrs. Enzinger, the former 
Irene Castle, filed her original 

suit, Mr. Peacock filed an answer 

in which his attorney said that 

Enzinger “was taking ‘kickbacks’ 
from media.” 

In a letter to Mr. Enzinger, Mr. 
Peacock’s attorneys declared “that 

in the use and application of the 
[“kick-back”] phrase or expres- 
sion by Jesse Luther Peacock and 
this office as his attorneys, there 

was no intention to state or infer 

that you were in any respect dis- 
honest or unethical.” 

Mr. Enzinger, now with Smith, 
Benson & McClure, Chicago agen- 
cy, also told AA that his wife’s 
suit “against Mr. Peacock, Lanolin 

Plus Cosmetics and Howard and J, 
Leslie Younghusband was _ also 

settled out of court and the case 

dismissed by agreement.” 

WCCO Appoints Two 
Lee Bland, formerly assistant di- 

rector of special events for Colum- 
bia Broadcasting System, has been 
named program manager of 
WCCO-CBS, Minneapolis. He suc- 
ceeds Gene Wilkey, who has been 
named sales manager of the Twin 
Cities station. Wiley Maloney, for- 
merly in the public relations de- 
partment of Pillsbury Mills, has 
been named director of special 
events, replacing Sig Mickelson, 
who has been appointed director 
S — affairs for CBS in New 

ork. 

Three Name Hammer Agency 
Shelby Silver Co. and Stelray 

Products Co., both in Shelton, 
Conn., and Chesire Industries, New 
Haven, Conn., have appointed 
Hammer Advertising Agency, 
Hartford, to handle their advertis- 
ing. The agency also has announced 
its resignation of the account of 
Cott Beverage Corp., New Haven. 

Proctor Promotes Riedei 
Mrs. Mary Reynolds Riedel has 

been named director of women’s 
activities of Proctor Electric Co., 
Philadelphia. She has been director 
of the Proctor information center, 
the publicity and public relations 
department of the company, for 
the past six years, and will con- 
tinue in that position. 

G.R.GRUBB ¢ CO. 
CHAMPAIGN, ILLINOI 

TELEPHONE 5209 

COMBINED to cive you -”  arnsts 
BETTER SERVICE AND FINER 
ENGRAVINGS-—At the Right Prices 

WRITE OR CALL THE NEAREST PLANT . 

PEORIA ENGRAVING CO. 
ILLINOUIS TeeoR ta, 

TELEPHONE 4- 
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Borden Writes 

New Case Book 

o Advertising 
Cuicaco—Approximately 90 ad- 

yertising and merchandising case 

histories are reviewed in “Adver- 
tising—-Text and Cases,” by Prof. 
Neil H. Borden, published last 
week by Richard D. Irwin Inc., 

Chicago ($7.50). 
Prof. Borden is the author of 

‘Economic Effects of Advertis- 
ing,” the most detailed study ever 

made of advertising in relation to 
the American economy, and of 
numerous other advertising books. 
He is professor of advertising in the 
Graduate School of Business Ad- 
ministration, Harvard University. 
“Advertising—Text and Cases” 

is a sequel to the author’s “Prob- 
lems in Advertising” and is de- 
signed primarily to provide a se- 
lection of business cases for those 
who wish to study advertising by 

the problem or case method. In 

this book, however, a considerable 
volume of general background ma- 
terial has also been provided. 

“The cases have not been se- 
lected and designed to train stu- 
dents in the techniques of advertis- 
ing presentation,” the author ex- 
plains. “Rather, they have been 
chosen to develop the understand- 
ing of advertising needed by top 
management if it is to employ 
advertising economically and ef- 
fectively.” 

s The cases include examples of 
advertising use, both by indi- 
vidual companies and associations, 
to stimulate primary demand; to 

stimulate selective demand; prob- 

lems demonstrating the strategy, 
scheduling and coordination of sell- 
ing efforts; advertising designed to 

develop institutional attitudes; 
problems involving media selec- 
tion, advertising agency selection, 
measurement of advertising ef- 
forts, etc. 
While designed primarily as a 

textbook for students at the col- 
lege level, the book’s wealth of ac- 
tual case history data is certain to 
prove stimulating and rewarding 

reading to those actually engaged 
in advertising, as well. 

Special ABP Meeting 
Called for Feb. 9 
A special meeting of members of 

the Associated Business Publica- 
tions has been called for Feb. 9 at 
10 a.m. in the office of the asso- 
ciation in New York to vote on a 
proposal to amend the constitution 
and by-laws to create the office of 
chairman of the board and to elect 
a member to that office. 
This action follows a proposal 

made last year by James G. Lyne, 
president of ABP and president of 
Simmons-Boardman Publishing 
Corp., New York, shortly after the 
election of William K. Beard Jr. as 
executive vice-president of ABP. 
Present plans call for the election 
of Mr. Lyne to the chairmanship 
and of Mr. Beard to the presidency 
of ABP. 

Thor Appoints Wilson 
_M. Robert Wilson, formerly pres- 
ident of Mason-Wilson Inc., sales 
consulting concern in Chicago and 
New York, has been appointed 
general sales manager of Thor 
Corp., Chicago, producer of home 
laundry appliances. Prior to form- 
ing Mason-Wilson with Kevil Ma- 
son in 1948, Mr. Wilson was sales 
Manager of the special accounts 
division of Ekco Products Co., Chi- 
cago, housewares manufacturer. 

‘6 

Photography - mR 
Assignments covered from coast to coast. Photos with 
Stories, facts and figures for advertisers and editors. 
Sig Write for stored nck 

38 PARK PLACE , NEWARK 2,N4 

Ci Sl aa ial a 

Texas Citrus Group to Grant 

Grant Advertising, Dallas and 
Weslaco, Tex., offices, has been 
named to handle the advertising, 
educational promotion and public 
relations of the Texas Citrus Com- 
mission, set up by the state last 
fall. Advertising starts next fall. 
Grant also handles Texas Citrus 
Fruit Growers Exchange. It form- 
erly directed Texsun Citrus Ex- 
change, which W. B. Geissinger & 
Co. now has. 

To ‘Outdoorsman-Outdoors’ 

Tom Verschuur, formerly with 
Sport and before that with Out- 
door Life, has joined the sales staff 
of the recently merged Outdoors- 
man-Outdoors. He will work out 
of the Chicago office. 

Headley-Reed Co. Moves 
Headley-Reed Co., radio-TV sta- 

tion representative, has moved to 
larger quarters in the Graybar 
Bldg., 420 Lexington Ave., New 
York. 
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Advertising Alone is not Enough—Not in the 4th Largest 
City Zone Market in Wisconsin (ABC) Appleton 

But! Advertising PLUS Real-Practical MERCHANDISING does move the 
goods and an Annual Consumer Buying Habit Study (2nd annual report now 
in print) keeps you informed of product and market trends. You know where 
you and the competition stand plus having an annual DISTRIBUTION CHECK! 

Circulation now The Appleton Post-Crescent (2125000 very 
is the only Newspaper outside of Milwaukee providing All These Services Abso- 
lutely Free. Write or phone collect Today for more information about our 75% 
TIE-IN GUARANTEE! 

David A. Lindsey, Manager General Advertising, Appleton Post-Crescent 
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With an upper-case ‘ 

how Junior enjoys the pause that refreshes. 

Your co-operation is respect- 
fully requested, whenever you 

use either Coca-Cola or Coke 
in print. 

coke in a shovel is a chore 

Here’s someone who really cares whether you spell it with a lower-case 

or a capital. 

With a lower-case “‘c’’, coke means a certain type of fuel—and nothing 

else. Junior, get busy with that shovel. 
oo? , Coke means Coca-Cola—and nothing else. dnd 

It is perfectly understandable that people not directly concerned often 

forget this distinction. But what may seem to you a trivial matter is a 
vital one to us. For the law requires us to be diligent in the protection 

of our trade-marks. Hence these frequent reminders. 

*Coke = Coca-Cola 
Both are registered trade-marks that 

distinguish the same thing—the 
product of The Coca-Cola Company. 

THE COCA-COLA COMPANY 

GUrrRIGHT 1950, THE COCA-COLA COMPANY 

3 toes Advertising Age, January 23, 1950 
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Issues Home Building Book 

Meredith Publishing Co., Des 
Moines, has published the 1950 
edition of the “Better Homes & 
Gardens Home Building Ideas 
Book.” The 204-page book contains 
134 plans and photographs of out- 
standing homes, plus information 
about home planning, financing, 
site selection, blue print reading 
and construction methods. Also in- 
cluded is a list of leading manu- 
facturers of building materials and 
home equipment. The book 
available at $1 a copy at news- 
stands and department stores or 
from Meredith. 

Stovel Names Ingimundson 
I. C. Ingimundson, formerly 

vice-president and general man- 
ager of Commonwealth Electric 
Corp., Welland, Ont., has been 
named vice-president and general 
manager of Stovel Press Ltd., Win- 
nipeg, Man. 

K&E Names Frost V. P. 
William J. Frost has been named 

vice-president of Kenyon & Eck- 
hardt, Toronto. He has been with 
the agency since 1947. 
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TOP MANAGEMENT’S 
GOOD RIGHT HAND 

53 Park Row, New York 15,N. Y. 

12 East Grand Ave., Chicago 90, Ill. 

is the nation’s drug counters. 

Druggists are remarkably well informed on what they are and how 

they work, on the whole, and the majority are giving them preferred- 

position display space on counters 

current stock position). 

their sales by making the public 

of allergy symptoms. 

These are the stand-out conclu- 
sions which developed from an 

antihistamine buying spree in- 

dulged in by ADVERTISING AGE 

writers a week before Christmas. 

As in the case of ammoniated 

dentifrices (AA, Nov. 21 and sub- 

sequent issues), ADVERTISING AGE 
had each of 11 resident correspond- 
ents in 11 cities scattered over the 

country go into 10 drug stores 

each to make an antihistamine 
purchase. 

es Each of these writer-shoppers 
was instructed to visit 10 drug 

stores (not the same ones visited 

in the dentifrice check), and, as 

the salesperson approached, to ask: 
“What about these new cold rem- 

edies—do they really work?” 
If the answer was yes, then the 

shopper was instructed to enter 

into conversation about which 

brand the salesperson recom- 
mended, and to buy the recom- 

mended brand. If the answer to 

the initial question was no, no 

purchase was to be made. 

The shoppers were also instruc- 

ted to find out why the clerk thinks 

the brand he pushes is best, and 
also to note whether there were 

counter displays for any brands, 

and if so, which brands. Shoppers 
were instructed to buy the smallest 

size of the preferred brand, but 
also to note whether the sales- 

person pushed a larger size. 

e The results were impressive, 

and, from a merchandising stand- 

point, pretty exciting, even though 

in seven instances no product was 

bought, because the writer-shop- 

pers did not feel that the person 
who waited on them was suf- 

ficiently enthusiastic about the 
new products to “sell” them on 
their merits. 

In every store shopped, one or 

more antihistamines were in stock, 

and in the majority of instances a 

considerable’ selection, both of 

brands and of sizes, was available. 

Yet the most frequent complaint 

mentioned was the difficulty of 

securing adequate stocks, and a 

number of salespersons complained 

about the fact that the publicity 

and advertising was working con- 

siderably better than the physical 

distribution system. 

As shown in the accompanying 

detailed tabulation of purchases, 

Anahist chalked up the most sales, 

accounting for 40 packages out of 

103 purchases. Inhiston was the 

beneficiary of 19 sales; Neohetra- 
mine got 11, Resistab 9 and Krip- 

tin 8. Altogether, 10 different 

trademarked products were pur- 

chased; in one case (in Chicago) a 

Antihistamines ‘Hot' 

Item, Shoppers Find 
110 Stores Checked by AA; Sales People 

Show Good Knowledge of New Products 

Cuicaco—Antihistamine products are moving like hot cakes across | — 

or next to cash registers. 

Most druggists believe “they’re all pretty much the same,” but they 

are aware of differences in the strength of the tablets, and most have 

their personal favorites (often influenced, quite obviously, by their 

Serious competition for the advertised brands by so-called ethical 

brands has not yet developed. This was the major factor in killing the 

multitude of advertised vitamin products when vitamin tablets were 

the “white hope” of the drug business. 

There seems to be reasonable doubt that antihistamines will have 

a major long-run effect upon the sale of older cold remedies, vitamins 

and similar products. In fact, they may prove, ultimately, a boon to 

more conscious of medication for 

colds; but the antihistamines are sure to have a noticeable effect on 

hay fever remedies and other products for the treatment or alleviation 

asked the AA shopper whether he 
wanted “the advertised brands or 
the kind the doctors prescribe,” 
and finally sold him a packet of 
unidentified “prescription” cap- 
sules. 

s Anahist led all brands in five of 
the 11 cities: New York, Cleve- 
land, Chicago, St. Louis and Min- 
neapolis. In Washington it and 

Inhiston each accounted for three 

sales; in Dallas Anahist and In- 

histon equally split eight sales. In- 

histon and Histacol each got three 

sales in Philadelphia; in Cincinnati 

Resistab led with three sales; in 

Seattle Neohetramine led with 
three sales. 

Los Angeles, famed in song and 
story as the home of the gullible, 
proved less willing to accept anti- 

histamines than any other city; 
three of the seven instances of “no 

sale” occurred there, accompanied 

by determined efforts to sell “much 

better” products than antihista- 

mines. The leading brand pur- 

chased in the city was Boyle anti- 

histamine, which incidentally did 

not show in any other city. 

While the brand standings are 

of some significance, an analysis 

of the shoppers’ detailed reports 

indicates that they should be taken 

with a grain of salt because of the 

in-stock situation. Anahist un- 

doubtedly got a good many calls 
because “this is the one mentioned 

by the Reader’s Digest” and be- 
cause “it was first on the market,” 

but there were definite indications 

that the sales clerk’s brand pre- 

ference was frequently influenced 

by the brands he happened to have 

in stock at the moment. 

e The most significant finding in 

the study was the contrast be- 

tween the knowledge and enthusi- 

asm shown by retail sales person- 

nel with regard to antihistamines 

and ammoniated dentifrices. How 

much of this difference in knowl- 

edge and attitude can be attributed 

to the products themselves and the 

circumstances surrounding their 

introduction, and how much to 

more successful methods of reach- 

ing druggists and salespersons, AA 

is unable to say. But the difference 
was noticeable. 

In practically every instance, 

whether the salesperson was en- 

thusiastic over the properties of 

antihistamines or not, he was able 

to discuss their use with reason- 

able intelligence. One particular 
indication of this fact was the 

number of occasions on which one 

brand or another was suggested to 

the shoppers because of its com- 

parative strength or mildness—a 

What You Get When You Shop 

For ‘Cold Cures’ in Drug Stores 

Advertising Age, January 23, 195¢ 

Anahist ~ | Cleveland » | St. Louis 

Inhiston 

E 

E 
§ 

| | Chicago » | » | Dallas 

| wl ew Washington Neohetramine || —~ | Minneapolis c/n! wo | Seattle 

Resistab Nie 

mie lel ole Philadelphia Kriptin tm) ee) %/~)& | Cincinnati 

lei e| || | New York Antamine 

Histacol 

Boyle A-H 

Standard Drug 

Antihistamine 

Rx Products 2 

1 None Purchased ~ 

WHAT AA WAS SOLD—AA representctives in 11 cities shopped ten drug stores in each 
city, asked about “the new cold cures,” attempted to get the clerk to make a recom. 

mendation and purchased whatever was suggested, with the results shown here. 

2 

mentioned in either advertising or 
publicity for the products. 

In some cases, AA’s shoppers 
were urged to purchase a particu- 

lar brand because its potency was 

greater than that of other brands; 
in other cases, the reverse—the rel- 
ative “mildness” of a particular 

brand was mentioned as a sales 
point. In most of these instances, 

comparisons of the strength of 

brands were demonstrated by re- 

ference to the packages and labels. 

s The fact that antihistamines are 
of primary value only if taken at 
the onset of a cold was stressed 
time after time by salespeople. 
The AA writer-shoppers naturally 
insisted that they “felt a cold com- 
ing on,” but the impression was 
definitely gained, in many in- 
stances, that if they had professed 

having a cold in advanced stages, or 
had exhibited definite cold symp- 
toms, they would have been urged 

to take some other remedy than 
antihistamines. 

AA’s_ shoppers were, on the 
whole, critical of the salesmanship 
exhibited by the personnel to 

whom they spoke, although most 
made allowances for the fact that 
the purchases were made in the 

pre-Christmas rush and that the 

sale involved was not a major one. 

Again, as in the dentifrice study, 

they found an almost total lack of 
relatri selling, and only an oc- 
casional use of that most modest 
of tie-in sales questions: “Any- 

thing else?” 

On one point, however, they 
agreed, with very few exceptions. 

Generally speaking, it was ex- 
tremely difficult to buy a small 
size package; if the clerks’ advice 

had been taken without argument, 

practically every purchase would 
have been of the “giant economy 
size” of the ten brands bought. 

@ It was not possible to secure 
statistical data on the antihista- 

mine displays in the stores visited 

without creating suspicion, but 

enough data was gathered to indi- 

eate that antihistamines are the 
current display darlings of the 
drug field. 

Even though reasonably com- 

plete data on displays was collected 
in only 7 of the 11 cities, more than 

150 displays of antihistamine pro- 

KLX Covers 
OAKLAND, CALIFORNIA 
AT LOWEST COST PER 1,000 

Represented nationally 
by Burn-Smith Co., Ine 

neighborhood independent druggist factor which has scarcely been 
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AVOID oiccrvcintment 
WHEN YOU USE ONLY 

ANTIHISTAMINE DRUGS 
Better Chance to 

Warning! 1 you Now neve a sore treet or sovah 

or one has developed despite duagito teténg entitssaminee +. 
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JOINS ‘EM—This two-column ad from a 
weekly newspaper indicates how Foley’s 
Honey & Tar has “joined forces” with an- 
tihistamines in a new approach which 

become more common as other pro- 
ducts adopt “me too” tactics. 

ducts were noted, with about half 
of them in close proximity to a 
counter cash register. 

The AA writer-shoppers counted 
39 Anahist displays, 35 for Inhis- 
ton, 27 for Kriptin, 20 for Resistab, 

17 for Neohetramine, 13 for Anta- 
mine, and smaller numbers for 

other products. 

s The importance of these displays 
cannot be minimized; yet in a 
sense they demonstrate also the 

importance of winning the favor 
of retail sales personnel. It was not 
unusual for a clerk, approached by 
an AA shopper with his query, to 

ignore three or four brands in 
plain sight on the counter, and to 

proffer as his favorite a brand 
which was in regular stock on the 
back shelf, or even hidden from 
sight in a drawer. 
Because the comments of AA’s 

writer-shoppers, and their reports 

of their conversations, are so in- 
teresting, verbatim reports of some 

of their experiences will be pre- 
sented in the second article of this 
series, to appear here next week. 

But the reactions reported by Phil 
Seitz in Los Angeles with regard 
to vitamin preparations were so 

unusual that they warrant men- 

tion here. 
The clerk in a Thrifty chain 

store said antihistamines are 

“pretty good, I guess,” but added 

that “you have to have a cold be- 
fore they will do any good.” He 
went on to suggest that “if you 

want to prevent a cold, you are 
better off taking vitamins.” 

# In an independent pharmacy he 
was given a choice of antihista- 
mines and cold tablets, and ad- 
vised not to take antihistamines 
without taking vitamins immedi- 
ately afterward, particularly in 

connection with Neohetramine. 

“But what you really need is vita- 
mins to build up your resistance,” 

the clerk added. 
In a Rexall Owl drug store the 

clerk showed him Rexall vitamin 
compound and insisted that whiie 
antihistamines might squelch a 

cold, “this [Rexall vitamins] will 
prevent a cold from even starting.” 

In one Whelan store, the phar- 

macist practically refused to sell 

Seitz an antihistamine as a cold 
preventive. He said: “Now look, 
we have a product that will clear 
the blood. It’s a blood purifier that 
should be taken in the spring and 

fall. It will do more to prevent 

colds than any antihistamine. An 

aspirin is just as good as any of 

these products.” 

But in another Whelan store, 
Seitz was told enthusiastically: “If 

Pr LG 
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you feel a cold coming on, this is 
the newest and best preventive 

out. Here’s one, Antamine, and if 

you take three a day, one after 
each meal, I'll guarantee that you 

won't have a cold.” 

PINEX PLANS RADIO 
ANTIHISTAMINE PUSH 

Fort Wayne, Inp.—Pinex Co. 
has completed plans for a heavy 
spot radio promotion for its new 

Pinex antihistamine tablets. The 

campaign soon will break over 

more than 100 stations across the 
country. 

Commercials for the new prod- 

uct—one of the first to carry a 
recognized brand name—will fea- 

ture the idea that the maker of 
Pinex Ready-Mixed cough syrup, 

famous for over 40 years, now of- 
fers a complete cold treatment. 
The radio drive, handled through 

the Russel M. Seeds Co., Chicago, 

will continue through late spring. 

ee a ee > ee it ae * i 

Round-World Trip 

Nets $7,500,000 
Sales at 1% Cost 
CLEVELAND—Samuel F. Keener, 

president, Salem Engineering Co., 
Salem, O., told the Cleveland Ad- 
vertising Club how he sold $7,500,- 

000 in heat-treat equipment, keen- 
edge tools and metal-working 

equipment in four months, at a 
sales cost of less than 1%. 

Mr. Keener, 61-year-old show- 
man, took off in his DC-4 in Sep- 
tember, with a load of samples, 

visited Europe, the Middle East 
and the Orient, showed his wares 

and took orders. 

In addition to the orders, he 
said that the trip boosted inquiries 
1,400%. 
To get past “fussy” airport of- 

ficials in foreign lands, he wore 

a dark-blue uniform of his own 

1) aoe eee 

design with four gold stripes on 
the sleeves. And to keep airport 

crowds happy, he took their pic- 

tures with his Polaroid Land cam- 
era and passed out prints moments 
later. 

Kahn Agency Names Sandler 
George S. Sandler, formerly as- 

sociate real estate editor of the 
Chicago Herald-American, has 
been named an account executive 
and vice-president of Robert Kahn 
& Associates, Chicago. He will 
specialize in real estate, builder, 
financial aceounts and in resort 
advertising. 

Coe 
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Transit Radio in Flint 
Transit Radio Inc., Cincinnati, 

has announced that Flint, Mich., is 
available to national advertisers 
as a transit radio market through 
Flint Transcast Co. Transcast is 
broadcasting special programs and 
announcements to the vehicles of 
the Flint Trolley Coach Co., using 
the facilities of WAJL. 

Sydney Joins Short & Baum 
Art Sydney, formerly a princi- 

pal in McCue-Sydney Advertising, 
Birmingham, Ala., has joined Short 
& Baum, Portland, Ore., as pro- 

duction manager. 

8x10 genuine glossy 

BI, in quantities 
¢ in 500 and 750 quontities 

(1000 and over .06<) 

FOR ALL PURPOSES 
Shorp, clear, crisp! Prompt Delivery! 

photos PHOTO- 
MATIC CO. 
Ph: WH itehall 4-2930 

53-59 E. Illinois St. 

Chicago 11, Illinois 
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of our network-— 
and our home-town record, too! 

4 fag Pal ome 

The shows below—every last one of them—are WFBR home-grown 

. . . conceived and produced in WFBR’s big, modern studios. Their 

record for longevity, consistent mail pull, high Hoopers—and the 

fact that they’re darn near always ‘“‘sold out’’ — means just one thing: 

WFEBR is the one Baltimore network station you can “ome on to 

do a magnificent local job for you! 

MORNING IN MARYLAND 
(6-9 A. M. 

Monday through Saturday) On the air 19 years. 

1027 pieces of mail in September ’49. Top Hooper.* 

IT’S FUN TO COOK 

day through Friday) 

(12:45 P. M. Mon- 

On the air 6 years for one 

sponsor. Specialized appeal—but still #2 Hooper* in 

9-station market. 2610 pieces of mail in September 49. 

ehidiibad (1:00-2:00 P. M. Monday 
through Saturday) On the air 10 years. Sold out. 

Top Hooper.* 1835 pieces of mail in September ’49. 

Has drawn as high as 8000 pieces in 7 days. 

*December ’48— April ’49 

ABC BASIC NETWORK 

REPRESENTED NATIONALLY BY JOHN BLAIR & COMPANY 

i xa _ 

RETURN ENGAGEMENT: 

SHOPPIN’ FUN: 
(2:00 P. M. Monday 

through Friday) Top Hooper.* On the air 4 years. 

Sold out. 

EVERY WOMAN'S HOUR (4:30 P.M 

Monday through Friday) On the air 11 years. Top 

rated women’s program in Baltimore. Sold out. 

SPORTS PAGE: (6:15 P.M. Monday through 

Saturday) 3 years for same sponsor. #2 Hooper.* 

Drew 46,000 pieces of mail recently for football 

contest. 

(7:05 P.M. Mon- 

day through Friday) The new baby. On the air 

3% months. No Hooper available yet. Not sold out 
—but going fast. 125 pi 

growing. 

5000 WATTS 

eces of mail weekly and 

IN BALTIMORE, MD. 

le Mlk Rett dette | 

. 
P 

his aa 

TS - 

Mais 

You Maeve afar | 

o 

ABORT THAT COLD [Py ee 

NOT COLDS are stopped by antihistamine = | — ; 
type cold that can’t be stopped by | =e |) 

ane 

nes is the cold in which a cough and 
—- 

develop. For such a cold, use Boiey's & : 
es 

the continued use of antihistamines ey i 

a 

lead t eediess disk fort, de 
ey 

ee a. 

8 a 
a 

| = 
: seam ia 

a 
es 

3 
i eo. 

3 
EASY CHART—Size 8x10 rT aa 

i : 1 

: { 

2 H : 

> ne 
; ' 

y — ee ee ee ee 
pchachenbes Po ' 

' 
' 

| 4 coe ee eee o@caed 

2. ee a SS Ree el eae © ee ee ama) - “ *, ms ig ts eee a ze ee ES. ea uw Sere St ). Gr eee il, ae : 

: 

im ras 

: 
Bea 

\ Sr aera ee ee Eee rr AE 2 ae ae ae: eee i - Ce RR Sy” ee ee Cae eg eer PLAS a es 

el oe 
Ta = 

a 

secure ee 

ihista- re pate 

visited ee 

, but 
a 

-— 
ee 

© the at 37 

f the 
- 

lected __ a ae 
> than 

toe 

- pro- ee a 

+ = 

Re oat 

r00 TO ee 

o 

” 
+ 

° ee 
. 

e PF 

e 

e 

e 
: i 

° 
Re 

e 
‘ 

e 

° 
= 

« 
‘ 

¢ = ee 
° ; . : ; 2 

® 

yy 

e 
Es 

. 
Z 

e 
=) 

® 

“ee 

: AM FM _ 
° pate 
. 

* : 

¢ 
e 
. 

; | 

| THE BALTIMORE STATION © 
* "a i B. = & 5 

e | i ee ‘ 

} + 
i Hg’ 

= 

. 
ve, 

e 
< 

« 

; 
x 

ia al a sai i a La ey : ee ee Spe oe ie ake aoe ear Sees pele cans Sey ee ae ia ae ae purr at es e 



eee meee ws Bs lel ile a mage ae 

60 

ye eee oi 

Student of Henry George 
Suggests Reading Program 

To the Editor: This is a bit late, 

but I couldn’t help but comment on 

your excerpt from “The Lincoln 

Letter” printed in the AA of Nov. 

28. John C. Lincoln, the author, 

must have been a graduate of the 

University of Missouri—which is 

apparently the last public school 

still to teach the good old-fashioned 

economics of supply and demand. 

Your readers might have won- 
dered about Mr. Lincoln’s allusions 

to land-rent. Present day discus- 

sion of this subject is almost non- 
existent, although 50 years ago the 

philosophies of Henry George were 
on the tongues of both politician 
and common man. Evidently the 

subject is too controversial or too 

practical for today’s liberals. 

However, AA readers who are 

graduates of the University of 
Missouri will recognize the famil- 
iar arguments readily. Prof. Harry 
Gunnison Brown, of that institu- 

tion, is the last of a vanishing race. 

He has managed, however, to drill 
into every graduate the few ele- 

mentary facts about capitalism’s 
greatest hope—the tax on the 
rental value of land. 

Your other readers may also be 
interested in this economically 

sound but somewhat revolutionary 

method for removing taxation from 

earned incomes (i.e. wages and in- 

terest) and equalizing the oppor- 

This department is a reader’s forum. Letters are welcome. 

tunities for access to land re- 
sources. I suggest they study first a 
practical explanation of how a free 
economy operates in “Basic Prin- 

ciples of Economics,” (Lucas Bros.) 
by Professor Brown, and then 
“Progress and Poverty” by Henry 
George. Both make good winter 

evening reading. 
Davin J. BYRNES JR., 

Albers Milling Co., - Seattle. 

Brushes with Creative Man 
in Dentifrice Argument 

To the Editor: Your Creative 
Man should have acquainted him- 
self with the facts before criti- 
cizing Pepsodent, Ipana and Col- 

gate in his corner. He questioned 

their judgment in “jumping on the 
stop-decay bandwagon of the am- 
moniated products.” 

Surely your Creative Man knows 
that the stop-decay claim is not 
new. Pepsodent started using it in 
1917. And we might add that 

Claude Hopkins, who wrote those 

ads, used more care and restraint 
than most writers of the current 
ammoniated ads. 

It is not at all obvious, as your 
Creative Man states, that while 

Amm-i-dent has a decay-preven- 
tive ingredient put into it—only 

the claim has been put into the ads 

of the regular pastes. He expressed 
concern, too, that Amm-i-dent 

must be seriously hurting the sales 
of “pastes and powders that pre- 

' Y two good newspapers 

.. they are read by virtually every 

family in and around Louisville. 

Uf, advertising space at 

reasonable rates. 

It produces sales. 

viously did no more than correct 
bad breath, stop bleeding gums and 
remove film.” 

We suggest that he read the new 
brochure of the ADA on tooth de- 

cay, published just last September. 

It sums up the majority opinion 

of the dental profession on the de- 

cay process and reaffirms the the- 
ory on which Pepsodent’s film-re- 

moval advertising is based. This 

booklet names acid as the cause of 
decay—and film as the means. It 

is film that holds acid against the 

teeth, permitting it to eat cavities 
into the enamel. 

The ammoniates with their new 

ingredient promise decay reduc- 
tion through neutralization and 

prevention of acid. However, ex- 
tensive research as well as com- 

mon sense tells us it is safer to 

brush that film off the teeth. 
Pepsodent and other reliable 

brands whose cleansing and polish- 

ing formulas have been perfected 

through years, can do this cleans- 

ing job more efficiently than the 

newcomers. Any consumer can 
prove this simply by trying both 
and looking in his mirror. 

There is not the slightest doubt 
that Pepsodent’s film-removing 
formula has saved millions of users 
from needless decay during the 

past 30 years. You can be sure that 
Pepsodent advertising will con- 
tinue to spread the good doctrine 

of film-removal through the years 

to come. 

As for your Creative Man’s con- 
cern about sales: Year-end reports 

show that the ammoniated pastes 

did about $2,500,000 in their first 
year—while sales of the regular 

pastes increased $5,000,000 during 
the same period. Experienced ad 

men usually expect such a result 
when new competition floods ad- 
ditional advertising into a field. 

A. J. BREMNER, 
Vice-President, Foote, Cone & 
Belding, Chicago. 

Price Takes a Jump 
To the Editor: More proof that 

there is a shortage of television 

1214” Admiral 

Console Television 

& Was $229.95 

NW €359.95 
Low Down Payment 

24 Months to Pay 

sets...or a shortage of time in 
the advertising department. 

RutH McKNIGHT, 

Advertest Research, New 

Brunswick, N. J. 

e 2@ @ 

Advocates Use of Quotes 
in Interest of Semantics 

To the Editor (Department of 

Semantics): What remarkable 
propaganda experts have been 
able to bring about the acknowl- 
edged labeling of the “Fair Deal” 

without quotes? What makes this 

the Fair Deal other than the say- 

so of its sponsors? Now take the 
“New Deal,” well, at least it was 
“new” so that the description in 
itself wasn’t misleading, whether 

or not the connotation was. 

But the Fair Deal... that’s really 
taking a big bite out of the Tru- 

man-sponsored propaganda dish. 

Leading publications throughout 

the country who profess a neu- 

trality in their news columns 

should be smarter than to be taken 

in by this subtle device to estab- 

lish as a fact—semantic-wise— 

Wo OD al) d ae 

condition. 
There’s still time to do a bit of 

correcting before we get a thor- 
oughly unfair deal...let’s hope. 

“CONFUSED READER.” 

You’re probably right, “Con- 
fused Reader,” but “Fair Deal” 
isn’t the only supposition-phrase 
used without quotes. Would you 
suggest we quote “democracy” 
every time we apply it to the U.S. 
form of government, because 

technically we live in a “republic”? 

‘Inturiated’ By Tone 
of Mail Survey Letter 

To the Editor: I write you, not 
as an advertiser nor even as one 
connected with the advertising in- 

dustry, but as the recipient of the 

attached piece of direct mail ad- 
vertising. 

If any advertising man is in- 

terested in the reactions of a house- 

Dear Madams 

Thies is cur second request for your co 

operation in securing information concerning your Deily 

Bewspaper reading habits. 

We will greatly appreciate it if you will 

42) in the enclosed card, and drop it in 
the mail 

today. 

As we told you before, one of Chicago's 

downtown stores has requested we ask you 
these quee~ 

tions, Since we are only surveying © mall susbder - 

every answer is izportent. Accordingly we need your 

reply. 

Thank you, 

2, Re BRADY & ASSOCIATES 

wife who receives such an in- 
solently worded note, I can tell 
him—I was infuriated. 

Doesn’t it seem that the effect 
of these pseudo-surveys (and this 
is the second one—each from a dif- 
ferent source—which I have re- 

ceived within a month) would be 
very harmful on legitimate polls 

and surveys? 

JESSIE MEDENWALD, 

Underwood & Underwood, Chi- 
cago. 

Here's an Eager Customer 
for Flower Trade Directory 

To the Editor: Since your maga- 
zine covers all fields of advertis- 
ing perhaps you may be able to 

help me with a problem. We are 

manufacturing corsages and dec- 

orations for the retail trade and are 

desirous of obtaining a directory 

listing where to buy products for 

making these items such as holly 
berries—artificial ones. The syn- 

dicate variety stores have such a 

directory covering their trade. Do 

you know of such a directory cov- 

ering the florist trade? We are 
hampered in our production costs 

since we are forced to do so much 
of our purchasing from jobbers in 
this line. If you know of such a 
directory. will you please send us 
the address or pass on our address 

so they may contact us. 

May I add a fine word for your 

publication? The hours I spend in 
one evening looking through and 

reading it mean a great deal. Even 

though ours is a small business we 

can appreciate the help we get 

from you. We began our climb to 
business success by being de- 

frauded by an illegitimate adver- 
tising agent. Reading your paper 

has helped me to better under- 

stand just what one should expect 

in the way of advertising help 

from an agency. Thank you for a 

good job. 
CHARLOTTE HJort, 

General Manager, C & L Sup- 
ply Co., Bell, Cal. 

Sorry for W. Shakespeare, 
Forms a Misuse Society 

To the Editor: If I ever get the 

time to indulge in inconsequential 

hobbies, one of the first will be 

to make a collection of examples 

of the misuse of that popular quo- 

tation from William Shakespeare 

to the effect that a custom is “more 

Advertising Age, January 23, | 5 

observance.” In its lead editorial in 
the Jan. 9 issue (“What’s the Idegj 
Frequency?”), ADVERTISING Aggy 
joins the large company of thoge 

who have borrowed this phrage 
evidently without being aware of 
how its author actually used it, 
On the numerous occasions op 

which this phrase is quoted by 
writers and speakers, it is almogt 

invariably used as if the wor 
“frequently” were intended to fol. 
low the word “more.” If you wil} 
refer to the source of the quota. 

—_ 

GEORGE SHAW 

Advertising 
Manager 
East Liverpool 

(Ohio) 
Review 

One thing they go for 
here— FOOD! 

Our city zone estimate, as of 
today, is 32,000. Add to this 
another 56,000— our estimated 
trading area. Total retail sales in 
our city zone, over $36,000,000; 
and, of is total, almost 
$12,000,000 goes to provide the 
food for our families that now 
have an average annual income 
of $4,134. 
If you have anything for sale 
that people eat or drink, from 
smoked turkey to a slab of ba- 
con, here is one market where 
“One thing they go for is 
FOOD!” 
Where do our people get the 
money to eat better, live better, 
save more, and spend more for 
the comforts they want in their 
homes? 
Thousands of men and women 
in East Liverpool are special- 
ists. From generation to gen- 
eration they have made the 
finest pottery in all the world. 
These names, Homer Laughlin 
China; Edw. M. Knowles; Tay- 
lor, Smith & Taylor; Hall China; 
Harker Pottery; Sterling China; 
and Wellsville China, may be 
found on the seven seas, and 
in many hotels and restaurants 
throughout the world. 
We eat well, we dress well, we 
drive the finest cars, we have 
the best hospitals, churches, 
finest schools, and our children 
really get the breaks because 
more than half of our families 
OWN THEIR OWN HOMES. 
Total circulation of the Review 
over 16,000. Line rate 7c. 

My time is your time when you 
want something done in East 
Liverpool. 

OUR 7 PAPERS 

© CANTON (OHIO) REPOSITORY 

@ STEUBENVILLE (OHIO) HERALD-STAR 

@ SALISBURY (MD.) TIMES 

These 3 represented by 
Story, Brooks & Finley, Inc. 

@ MARION (OHIO) STAR 

@ EAST LIVERPOOL (OHIO) REVIEW 

© PORTSMOUTH (OHIO) TIMES 
© SALEM (OHIO) NEWS 

These 4 represented by 
John W. Cullen Company 

"sRUSH-MOORE, 
NEWSPAPERS 
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tion (Hamlet, Act I, Scene 3, line 
16) you will note that its orginator 
intended no such meaning. The 
text makes it quite clear that he 

was referring to a custom which is 

more honored when it is broken 

than when it is observed—in other 

words, an undesirable custom 
which is better broken than fol- 
lowed. 

To quote another much-quoted 
author: 

My object all sublime 
I shall achieve in time, 
To let the punishment fit the crime, 
The punishment fit the — 

Vittwi——_ = 
A source of innocent merriment 
Of innocent merriment! 

By way of doing penance, I sug- 

gest that you mail me your check 
for $100 which will entitle you to 

membership in the newly-formed 

Society for the Prevention of the 
Misuse of More Honored in the 
Breach Than in the Observance! 

Georce W. N. RIDDLE, 
Manager, Advertising Media 
Division, General Electric Co., 
Schenectady, N. Y. 

Shakespearean Scholar Riddle 
gets a deep bow for his erudition, 
but no contribution for his new- 
ly-formed society. We are starting 
a society of our own: the Society 
for the Prevention of the Misuse 
of Disinterested When Uninter- 
ested Is Meant. 
And if it please you, so, Mr. Rid- 

dle; if not, why, so. (The Two 
Gentlemen of Verona, Act II, Sc. 
1.) 

. a * 

New Parlor Game? 
To the Editor: Being one at times 

to read only the first line of copy, 

con hove 

‘series, 124 or 123 hp in Suren models, 152 tp in 

ONLY BUICK BUILDS THE E: WAGON — ond 

this struck me with somewhat of 
a shock. 
Anyway, it afforded a laugh. 

E. P. J. SHurick, 
Director, Sales Promotion, 
Free & Peters Inc., New York. 

Some Help for Copy Cub 
To the Editor: Some random 

thoughts for Copy Cub: 
Now that its star is featured in 

the liquor ads they could change 

the name of the show to “Souse 
Pacific.” 

* * 

The advertised headache remedy 

in half-dose tablets for tots does 

not appeal to me. I’d just as soon 
give a youngster a child-size 
“Mickey Finn.” There must be a 
better cure for “root beer hang- 
overs.” 

co * 

A whisky is advertised as “first 

over the bars.” Fine! With so many 
you’re “first under the table.” 

J. WHITE, 

Chicago. 

Plaintive Cigar Smoker 
Wants Better Display 
To the Editor: Buying cigars in 

a drug store today requires ex- 

treme patience and the dexterity 
of a gym instructor. For some rea- 
Son cigars are invariably dis- 

Played in a glass tomb which is 
usually decorated with advertising 

matter and covered over with the 

latest antihistamine products. 
As a cigar smoker, I occasional- 

commit heresy and _ switch 

brands. I like to look over the 
Various cigar brands but it is im- 
bossible to see most of them with- 

out bending over and peering into 
the glass case. Perhars if I carried 
&@ powerful flashlight with me I 
could read the brand names hidden 
a8 they are in cumbersome boxes. 

Wh : W 2 *hatlestelque his 

a dispatch from the AP which said 
that the cigar industry “plans to 
expand brand advertising and in- 

tensify sales promotion in 1950 in 
order to combat a small sales de- 

cline predicted in some quarters.” 

I would suggest that the big 
boys of the Cigar Institute of 
America cali in a Raymond Loewy 

for some revolutionary redesign- 

ing and display ideas in the cigar 

industry. 

GILBERT KENNA, 
Marlin Firearms Co., New 
Haven, Conn. 

AA Gets Caught with Its 
‘Sun’ Visor Down Too Far 

To the Editor: Not only did the 
“sale of the New York Sun, Jan. 
4, leave advertisers gasping,” as 

you state in an extremely well done 

Page 1 story covering the event, 
but it also left both ADVERTISING 

AGE and Robert E. Yost, retail ad- 
vertising department, New York 

Sun, way out on the well known 
limb. 

In your reader’s forum feature, 

“Voice of the Advertiser,” on Page 
48 of the same Jan. 9 issue, reader- 
writer Yost has his letter published 
under the headline, “N. Y. Sun 
Plans Further Cooperative Foot- 
wear Ads.” 

Apparently Mr. Yost can be 
numbered among the 1,200 sur- 
prised employes of the New York 

Sun, or this is what happens when 

readers’ letters are held too long 

before publication. 
I don’t know the solution to the 

problem either, for there are just 

sO many pages in a newspaper or 
magazine, just as there are only 

a certain number of hours in the 

broadcast day. Therefore, these 

things will continue to happen. My 
only regret is that they had to 

happen to such fine publications 
as ADVERTISING AGE and the late 
New York Sun. 

JOHN W. Pacey, 
American Broadcasting Co., 
New York. 

To The Editor: The New York 
Sun went out of business FAST— 
good reason for AA to have missed 
“pulling” the writeup on Page 48. 

J. L. Youne, 

Sundial Shoe Co., Manchester, 

To Readers Pacey, Young and 
others we offer whatever apolo- 

gies one can offer when caught in 
an impossible situation. 

The explanation, as Mr. Young 

guessed, is simple. The Sun went 

out of business suddenly on Jan. 4. 
The page containing the letter from 
Robert E. Yost, written a week 
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earlier, went to press the previous 

day and couldn’t be changed. 
We appreciate Reader Pacey’s 

kind “regrets.” For the record we 
should like to point out one dif- 

ference between what happened to 

AA and the Sun: AA is still in 
business! 

ao page ce 

IF YOU WANT 

SELLING 
COPY. 4 

: MAIL ORDER § 
=_ADVERTISING AGENCY 5 

ARTWIL COMPANY 
22 W. 48 St., New York 19 

Plaza 7-1355 
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Increase in Annual Sales 

To True Small Town Families for one 

Automobile advertised in GRIT 

\ for You! 

ooo 

Today more than 116,000 GRIT Families are driving 

this make of car in True Small Towns. 

And GRIT sells all kinds of Automotive products: 

pak oo Sgn Pay =x: - ne a Speer anges teks eae 

Another Automobile, 31% increase in Sales— 

a Truck, 21% increase—a Spark Plug, 

5 times more sales than any other brand. 

Three million GRIT readers, in 16,000 

True Small Towns, believe in GRIT. 

They buy brands advertised in GRIT*. 

GRIT Families are large... 

with steady spendable income. 

22% own Trucks, 80% own 

Automobiles, 85% buy Tires, 

81% buy Spark Plugs, 85% buy 

Oil, 86% buy Gasoline, 77% buy 

Anti-Freeze, a tremendous market 

for all automotive products. 

GRIT sells for its Advertisers 

. it can sell for you! 

Small Town America’s Greatest 

Family Weekly 

with more than 600,000 Circulation 

*Ask the GRIT Representative 

for the GRIT Reader Survey 
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Kretschmer Names McCarthy 
Walter P. McCarthy resigned 

Jan. 1 as Chicago division sales 
manager of Oscar Mayer & Co., 
meat packer, to join Kretschmer 
Corp., Carrollton, Mich., as gen- 
eral sales director for Kretschmer’s 
Wheat Germ, toasted wheat germ 
cereal. 

WDZ Moves to Decatur 
Station WDZ has moved from 

Tuscola, Ill., to Decatur, Ill, with 
studios in the Lyle V. DeWitt 
Bldg. Newly appointed general 
manager of the station is Frank C. 
Schroeder Jr., for 13 years with 
WMBBD, Peoria. 

In 1950 
You Can Reach 

* More Dealers 

at Lower Cost * 

with 

The Building Industry's Salesman 

Mightiest Sales Force, Man or 

Magazine, in the Building Field 

*C Pp e ABC Stat: " 

-————American Lumberman & 
Building Products Merchandiser 

i 
| 
! 139 N. CLARK ST. * CHICAGO 2 | 

- 

TV Price Cuts 
Hold Furniture 

Show Spotlight 
Cuicaco—Television took the 

spotlight at the annual winter 

furniture market here even before 

the market opened and held it 

constantly throughout the first 
week. 

Big news was the wave of price 
cutting, sparked by Philco’s and 

RCA’s reductions several weeks 
ago. Almost every manufacturer 

announced price reductions, with a 

few notable exceptions. 

DuMont, apparently determined 
to establish its line of receivers 
as the “Cadillacs of the video in- 

dustry,” did not cut prices. The 

company instead will concentrate 

on a new dealer and dealer sales- 
man training program and inten- 

sive promotion of its products. 

Second only to the new price 
structures in importance was the 

introduction of rectangular tele- 
vision tubes, and more “black” 

tubes were shown at the market. 

@ While the supply of rectangular 
tubes still is limited, Hallicrafters 

and several other manufacturers 
have adopted the tubes. 

W. A. Blees, vice-president and 

general sales manager, Crosley di- 

vision, Avco Mfg. Corp., sounded a 
note of caution regarding the low- 

er prices, at a press meeting at the 

Merchandise Mart. 
Mr. Blees said that he doesn’t 

think the public actually was ob- 

jecting to TV prices prevailing be- 

fore January, and indicated his 

One Rate 
WE DO NOT ACCEPT P.I. PROPOSITIONS 

NO P.I. DEALS!... 
For All! 

It’s a matter of principle. We 
of time — and we do well. We 
with any manufacturer or advertiser, or any dealers or agents 
representing them. We sell for YOU — Mr. Advertiser — 
NOT US! We’re in the business of entertainment and service 
to the public, providing YOU a great audience for YOU to 
reach with YOUR sales message. 

Any Hooper report will prove that we consistently accomplish 
that job. Our never-longer-than-now list of clients proves that 
most advertisers recognize and appreciate that. 

WE DO NOT CUT RATES... WE DO NOT VARY RATES 

make our money from the sale 
refuse to enter into competition 

/ 

We have one rate — and one rate only. 
on KRNT cheaper than you. No one pays more than you. It’s 

This is a long-established policy. There’s no 
such thing as “get it for me wholesale” 
one rate for all. 

same low-rate-per-impact. 

Our Listeners and Advertisers Have Long Since Learned 
That Our Principles Are Not for Sale. 

the Reasons That KRNT Is One of the Nation’s Most-Used, 

Most-Proved and Highest-Hooperated Most-Believed-In, 

Stations. 

‘ DES MOINES — THE REGISTER AND TRIBUNE STATION — 
a REPRESENTED BY THE KATZ AGENCY 

No one can buy time 

Everyone can earn the 

And That's One of 

concern over the movement to cut 

prices without boosting the retail 
margins. 

There was some _ grumbling 
among dealers over the discount 

situation, but most of the buyers 
at the show were pleased with 
the new models introduced and 

happy over the promotion plans 
for boosting sales of the sets. 

s Interest in television was at an 
all-time high. Dr. W. R. G. Baker, 
vice-president of General Electric 
Co.’s electronic division, predicted 

that the industry would make 

more than 3,500,000 TV receivers 

this year (a 30% increase over 
1948), and that customers would 
spend more than $800,000,000 for 

video sets and $60,000,000 to in- 
stall them. 

William Balderston, president of 
Philco Corp., told the company’s 

distributors that potential TV set 
demand would reach the 4,000,- 
000 mark in 1950. 
Raymond C. Cosgrove, president, 

Radio Manufacturers Association, 
estimated total production will run 
between 3,500,000 and 4,000,000 re- 

ceivers in 1950, and James H. Car- 
mine, executive vice-president of 

Philco, said that if production and 

sales continue high, the industry 
might produce 5,000,000 sets during 

the year. 

es With a few exceptions, most of 
the television set manufacturers 

at the annual winter furniture 

market announced reduced 
prices. 

The prices listed below are prin- 

cipally those which apply to the 

lowest price model of the type in- 

dicated: 

814” Table’ Models 
Arvin Motorola $140 

10” Table Models 
Emerson $180 Silvertone-Sears = 
General Electric 180 Sylvania 
Motorola 170 Tele-Tone 130 
RCA 170 Westinghouse 180 

1244” Table Models 
Admiral $180 ileo 200 
Atwater 220 RCA 230 
Bendix 200 Raytheon 200 
DuMont 330 Sentinel 200 
General Electric 240 Sparton 190 
Hallicrafters 180 =. Starrett 200 
Hoffman 230 =Sylvania 230 
Magnavox 240 Telequip 180 
Majestic 200 Tele-Tone 170 
Motorola 1909 Westinghouse 230 
Olympic Excell 180 

~~, Consoles 
Admiral Philco 260 
Bendix 340 RCA 280 
General Electric 290 Raytheon 260 
Hallicrafters 250 Sentinel 250 
Hoffman 300 ~=©Silvertone-Sears 200 
Magnavox 300 = Starrett 280 
Majestic 250 Stromberg 400 
Motorola 250 Sylvania 290 
Olympic Excell 230 Telequip 210 

16” Table Models 
Emerson Raytheon 280 
Hallicrafters** 280 ~ Sentinel** 280 
Magnavox 300 =6©Starrett 300 
Majestic 270 «§=6Telequip 240 
Motorola** 270 Tele-Tone** 250 

300 Olympic Excell 250 Westinghouse 
RCA 

16” Consoles 
Admiral 300 Olympic Excell 280 
Atwater* 350 RCA 350 
Bendix 300 Raytheon 300 
Capehart 400 Sentinel 300 
Hallicrafters** 330 Starrett 370 
Hoffman** 370 §=6©Sylvania 350 
Magnavox 3400=—s Telequip 270 
Majestic 300 Tele-Tone 280 
Motorola* ** 400 Trav-Ler 250 

19” Consoles 
Admiral 495 Majestic 450 
Atwater 450 Motorola* 825 
DuMont 495 Starrett 480 
Hoffman 550 

*Indicates radio-phonograph-TV combi- 
nation. 

**Indicates rectangular tube. 

Murray Corp. Enters Major 
Appliance Field; Adds 2 
Murray Corp. of America, Scran- 

ton, Pa., maker of auto chassis, 
springs, etc., and for ten years 
maker of appliances for Mont- 
gomery Ward & Co., last week un- 
veiled models of matched steel 
kitchens, electric and gas ranges 
and bathroom fixtures to be sold 
under its own name. Cunningham 
& Walsh is the agency. 

Malcolm Lund, former United 
Wallpaper Inc. ad chief, is Mur- 
ray’s new advertising and sales 
promotion manager. Charles M. 
Campbell, formerly with Perfex 
Corp., Milwaukee, has been named 
assistant contract manager, serv- 
ing under Hodge mearem, | manager 
‘ 
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The Eye and Ear Department 

and effect. 

teria Medica.) 

It might help. 

Sunday afternoons at 1:30 over CBS, William H. Wise attempts 
to duplicate over the air the success he has had in selling books 
through full color pages in The American Weekly. This Depart- 
ment does not have available comparable figures from which to 
make an accurate comparison—it can only contrast technique 

In the Weekly, Wise has used full pages in color, with lengthy 
descriptions of contents and a gimmick designed to get coupons 
sent in now, today. There has been an attempt to adapt the same 

technique to radio—as far as the commercial is concerned, al- 

though the surrounding program is designed to build an interest 

in the book being plugged. (A doctor discussing health and what 

one ought to know about it, for example, to sell a modern Ma- 

Radio has been used successfully (and at lower cost per in- 
quiry) by many mail order advertisers. Despite this Depart- 

ment’s predilection for the medium, however, one cannot help but 

feel that something tangible is lacking for action—notably a 
coupon, so that one has something physical to do at the moment. 

The radio commercial urges listeners to send in a card (to “rush” 
it in). But one may not have a penny postcard at hand—and 

when the program terminates, it is as completely terminated as 

the waves on which it came—or, along with them, millions of 

miles away in space. There is not even a torn copy of the Weekly 

around to remind one there was an advertisement of some kind 
he wanted to do something about. Maybe listeners should at 
least be urged to make a note or tie a string around their finger. 

Marvel-Lens Video 

Device Tests Copy 
PHILADELPHIA—Marvel-Lens In- 

dustries, maker of a new television 

magnifying lens, is conducting a 

test campaign in nine TV markets 

which will probably be extended 

to 23 others early next month. 
Brief announcements on video 

stations in Baltimore, Cleveland, 

Cincinnati, Houston, Kansas City, 

New Orleans, Omaha, San Diego 
and Seattle have been used to pro- 
mote the Marvel-Lens as a “big 

look in television” device which 

does not distort images. 
On Feb. 7 the company, through 

Philip Klein Agency here, will be- 

gin sponsoring wrestling matches 

on WCBS-TV, on Tuesdays, and 

later it will use newspapers and 

magazines as well as television. 

Magazines will not be used, how- 
ever, until national distribution has 

been reached. 

Annual Exhibition of Design 
in Chicago Printing Set 

The 23rd annual exhibition of 
design in Chicago printing, spon- 
sored by the Society of Typo- 
graphic Arts, has been announced. 
Books, booklets, announcements, 
stationery, direct mail, complete 
advertisements, magazines and 
packages, if printed in the Chicago 
area, are eligible for exhibition. 
Deadline for entries is Jan. 27 at 
12 noon. 
The jury will be C. V. Donovan, 

professor of advertising design, 
University of Illinois; Earle Lud- 
gin, of Earle Ludgin & Co., and Ar- 
thur Thaler, art director of 
Schwimmer & Scott. The exhibi- 
tion will be held March 11-April 9 
at the Art Institute of Chicago. 

Shanklin Shifted, Bynum 
Elected Carrier Corp. V. P. 

Arthur P. Shanklin, vice-presi- 
dent of Carrier Corp., Syracuse, 
N. Y., has been placed in charge of 
Carrier’s staff division. He is suc- 
ceeded as head of the sales divi- 
sion by O. W. Bynum, who has 
been elected a vice-president of 
the company. 

Mr. Shanklin joined Carrier in|~ 
1922 and was elected a vice-pres- 
ident in 1942. Mr. Bynum joined 
the organization in 1930, and be- 
came general sales manager early 
in 1949. 

Vanfield Appoints Poyntz 
Arnold Vanfield & Co. Oak- 

ville, Ont., has appointed Alford R. 
Poyntz Advertising, Toronto, to 
handle the advertising for Form- 
ica, a decorative plastic product 
in more than 100 colors, patterns 
and “realwoods.” Magazines, trade 
publications and direct mail will be 

Saling Heads New Jr. Adclub 
James E. Saling, in the adver- 

tising department of the Louisville 
Courier-Journal, has been elected 
president of the newly organized 
Junior Advertising Club of Louis- 
ville. Other officers named in- 
clude: John T. LeClerc, vice-pres- 
ident; Miss Bernadine Alexander, 
secretary, and Robert Mason 
Combs, treasurer. 

To Wilhelm-Laughlin-Wilson 
Wilhelm-Laughlin-Wilson & As- J 

sociates, New York, has _ been 
named to handle the advertising 
of Crosby Steam Gage & Valve Co. 
and Ashton Valve Co., both in 
Wrentham, Mass. 

A Technique for 

Producing Ideas 
by 

James Webb Young 

Where do the moneymaking ideas 
come from—those ideas that make suc- 
cessful novels, radio programs, moving 
pictures, sales campaigns and business? 
James Webb Young, one of the highest 
paid idea men in the advertising busi- 
ness, set out to answer this question 
for his students at the University of 
Chicago. The result is a little book 
that you can read in an hour but will 
remember the rest of your life. In the 
simplest and clearest of language Mr. 
Young has succeeded in describing the 
way the mind works in all creative 
people. He gives you the formule 
which they consciously or unconsci- 
ously follow in producing ideas. He 
shows you how to train your mind $0 
that idea production is, as he says, “as 
definite as the process by which motor 
cars are produced.” Enthusiastically 
endorsed by sales managers, editors, 
college professors, poets, advertising 
men, salesmen and business executives 
who have read it. 
Send for your copy of A TECH- 
NIQUE FOR PRODUCING IDEAS 
now. Only $1 postpaid. 

Advertising Publications, Inc. 
100 E. Ohio Street, Chicago 11, Ill. 

FILL IN AND MAIL THIS 
COUPON TODAY 

Advertising Publications, Inc. 

Div. 915 
100 E. Ohio St., Chicago 11, Ill. 

Gentlemen: 
Please send me... ...copies of “A 
Technique for Producing Ideas.” 
Enclosed is $ 
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Philco Breaks Big 

1950 Radio, Video 

and Appliance Push 
PHILADELPHIA—Philco Corp. on 

Jan. 10 opened its largest adver- 
tising campaign on radios, tele- 
vision sets and appliances, with ads 
in Philadelphia. Featured in early 
newspaper, magazine and poster 
ads was the company’s 124%” table 

model TV set, priced at $199.95. 

Large-space copy ran in several 

hundred newspapers in video mar- 

kets Jan. 15, and other full-page 
insertions are scheduled for The 
American Weekly, Life and The 

sistent use of commercials on the 
“Breakfast Club” radio show and 
“Philco Playhouse” TV program. 
Additional magazines will be added 

by Hutchins Advertising Co. as the 
drive progresses. 

Elrod Joins Shulman 
Gordon F. Elrod, formerly pro- 

duction manager of the Houston 
Chronicle, has been appointed ex- 
ecutive vice-president and general 
manager of Ben Shulman Asso- 
ciates, New York, specialist in the 
sale of newspaper plants, presses 
and printing equipment. Mr. Elrod 
will devote a major part of his 
time to the preparation of mechan- 
ical production surveys, and will 
act as a production and mechani- 

SLA Ofters ‘What's New’ 
“What’s New,” a bibliography of 

free and inexpensive publications 
such as market surveys, media 
studies, industry statistics, etc., 
published ten times a year by the 
national advertising group of the 
Special Libraries Association, is 
being made available to non-mem- 
bers of the group for the first time. 
Material is from government and 
private sources. Subscription rates 
are: January, 1950-June, 1950 
(five issues), $1.50 to SLA mem- 
bers, $2.50 to others; July, 1949- 
June, 1950 (10 issues), $3 to mem- 
bers, $5 to others. Mrs. Elizabeth 
Boutinon of McKinsey & Co., 60 
E. 42nd St., New York, is in charge 
of subscriptions. 
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Case Buys Publication 

Rocky Mountain Food Merchant, 
Denver, trade publication serving 
the retail and wholesale food in- 
dustry of the Rocky Mountain re- 
gion, has been purchased by Lloyd 
N. Case & Co., Denver. Ray Mat- 
thews, co-founder of the publica- 
tion, has joined the Case organiza- 
tion and will be editor of Rocky 
Mountain Food Merchant. 

Knouse Foods Names Hoyt 

Charles W. Hoyt Co., New York, 
has been retained to handle the ad- 
vertising of Knouse Foods Cooper- 
ative Inc., Peach Glen, Pa., packer 
of Lucky Leaf apple products and 
other fine foods. 

3, 19508 Advertising Age, January 23, 1950 
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: i’S NEW—Shwayder Bros. furniture di- 
wr vaion, Detroit, will use this color page 
art~ and b&w ads in Ladies’ Home Journal 
but and The Saturday Evening Post to pro- 

ya mote its new all-steel folding armchair, 
ant. which was introduced at the furniture 
sh” market in Chicago. Grey Advertising 
and Agency, New York, handles the account. 

as 

<t |] Beer Ads Get An 
ind |) Okay in Check 

er. |} of Public Opinion 
New YorK—Even non-drinkers 

————i | like beer advertising. 
ub The U. S. Brewers Foundation, 
.dver- | in the course of a check on the 
isville | public’s attitude and consumption 
lected | habits, asked: “In general, what 
anized § do you think of the beer adver- 
wouis- f tising you have seen or heard?” 
d in-| The total vote: 48.7% had favor- 
“pres-§ able comments, 21.9% had unfa- 
— vorable comments, 29.4% had no 
ason . 

opinion. 
Among beer drinkers 64.1% re- 

on plied favorably, 13% were unfa- 
& As vorable, and 22.8% had no opinion. 

bens Highest unfavorable opinion was 

tising found among prohibitionists, while 

ye Co, | only 15.5% of those who said they 
th in| opposed prohibition made unfa- 

vorable comment about beer ads. 
i “This ratio of almost 2% to 1 

favorable to beer advertising is a 
for tribute to the individual brewers 

indicating that, by and large, they 
, | have kept their beer advertising 

-AS | in good taste, since the answers 
to this question must have been 

influenced quite largely by local 

advertising of brewers as well as 

by the industry campaign,” said 
ideas | the survey report of Crossley Inc., 

ce suc- | which made the study for the 
noving § foundation. 
‘iness ? 

. Industry Opinion Asked on 
estion | Auto Trade Practice Rules 
ity of The Federal Trade Commission 
; book f has announced that members of 
it will | the automobile industry have un- 
In the } til Feb. 2 to comment on proposed 
e Mr. F trade practice rules designed to 
ng the § “clean up” financing charges paid 
eativé | by instalment purchasers. The 
rmulé | rules were considered at a trade 
onscl- § practice conference in Washington 
s. He} Sept. 15, after the commission had 
ind sO} received a flood of complaints 
/s, “a8 | about auto financing charges from 
motor | members of Congress and from 
tically | Better Business Bureaus. 
ditors, The proposed rules require that 
tising purchaser get an itemized list 
utives | of his costs. The rules outlaw the 

Use of blank spaces in contracts 
ECH- | to be filled out after execution, 
YEAS | 4nd also prohibit misrepresenta- 

tion as to insurance rates and cov- 
erage, finance charges, etc. 

Ine. 

1, I. | Westinghouse Names Morten 

iS John F. Morten has been named 
advertising and sales promotion 

——- | Manager of the Sturtevant division 
of Westinghouse Electric Corp., 
Hyde Park, Mass. He was formerly 

ill with the company’s New England 
, district sales promotion division 

in Boston. 

of “A | —— : 
leas.” 

KLX Covers 
BPOAKLAND, CALIFORNIA 

AT LOWEST COST PER 1,000 
Represented nationally 
by Burn-Smith Co. Inc 

Saturday Evening Post. A dis- 
tributor co-op push will get under 

way later this month. 

Following this promotion, an- 
other campaign on the line of 16” 
receivers will start and, later, copy 

will feature refrigerators, home 
freezers and air conditioners. 

The schedule calls for the con- 

cal consultant to the company’s 
clients. 

‘Esquire’ Promotes Stock 
Herman Stock, a member of the 

western sales staff since 1939, has 
been named western advertising 
manager of Esquire. He will make 
his headquarters in Chicago. 

“Covering Catholic Schools, Churches, Convents, Rectories, Institutions 

‘CHURCH PROPERTY 
ADMINISTRATION 

Published bi-monthly at 20 West Putnam Ave., Greenwich, Conn. 

BEST-READ coffee advertising on the Coast is 

this MJB series prepared by BBDO San Francisco, 

which has appeared in basically the same format 
for nine years. Continuing readership and 
recall-recognition studies show there has been 

no let—down in its ability to gain high read- 

ership and brand recognition. Ads run in 1000- 
line space, in black-and-white or two colors. 

EYE-—OPENER 

TWO WEEKS before the first cold snap of the 
year, Du Pont Anti-Freeze posters went up on the 

boards in over 3000 cities and towns. (Frost dates 
for each location were determined from Weather 
Bureau records going back as far as twenty 
years.) In a six-week period, two posters were 

displayed for four weeks each. More than 7,300 

posters were on view during middle two weeks, 

aay Bey oe 

BATTEN, BARTON, DURSTINE & OSBORN, Inc. 
Advertising 

NEW YORK * BOSTON * BUFFALO * CHICAGO * CLEVELAND * 

MINNEAPOLIS * SAN FRANCISCO * HOLLYWOOD * LOS ANGELES 

PITTSBURGH 

* DETROIT 

SUNDAY BARGAIN 

IN NUMBER of television viewers per dollar 

spent, "B. F. Goodrich Celebrity Time" ranks 
among the top ten sponsored evening network 

shows on the air. Seen on Sundays (ABC East-West 
network), this show is now in its second year. 

Shown with host Conrad Nagel are Monica Lewis 

and Don Ameche, two of many guests who have 

matched wits with Nagel, John Daly, Ilka Chase. 

\ittle girl vane 

iD 

THE NEXT generation of mothers is being won 
early by Thayer, Inc., a client of BBDO Boston. 

Advertising for Thayer Doll Carriages points out 
that they are made exactly like Thayer Baby 

Coaches, only in doll size. Though promoted 
only at Christmas time, the carriages profit by 

years of Thayer baby coach advertising . . are 

hottest brand-name doll carriages on the market. 
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Pitney-Bowes Promotes Two 
Harry M. Nordberg, who joined 

Pitney-Bowes Inc., Stamford, 
Conn., in 1934, and has been gen- 
eral sales manager since 1945, has 
been elected vice-president for 
sales and service, a post made va- 
cant by the death of Wilbur H. 
Greenwood last November. Elwood 
M. Davis, who joined the postage 
meter company in 1929, succeeds 
Mr. Nordberg as general sales 
manager. 

Femonde to Fairfax Agency 
Femonde Foundations, New 

York, has named H. W. Fairfax 
Advertising Agency, New York, to 
handle advertising in newspapers 
and business publications. 

PERMANENT 

DISPLAYS 
FOR NATIONAL ADVERTISERS 

Harwe Fenrill &- Comp 
11 E.WALTON PLACE - CHICAGO 11 

McKesson & Robbins Ups 2 
James J. Maloney has been pro- 

moted from assistant district liq- 
uor sales manager in the western 
district to western district liquor 
sales manager of McKesson & Rob- 
bins. He will make his headquar- 
ters in San Francisco. John E. 
Gooch, liquor sales manager in Los 
Angeles, has been named assistant 
district liquor sales manager in the 
western district, with headquarters 
in Los Angeles. 

WKERC-TV Appoints Two 
L. Joe Bolles, program director, 

has been named sales executive of 
WKRC-TYV, Cincinnati. U. A. La- 
tham is sales manager. Syd Cor- 
nell, special events director and a 
studio producer, has been ap- 
pointed commercial production 
manager. 

ATF Advances Munley 
DeWitt G. Manley has been 

named manager of the Detroit 
branch of the American Type 
Founders Sales Corp. He has been 
with ATF for the past five years. 

DAY ¢ ... Life in the production department 

we furnish a cook! 
Here’s our best combination . . . with this wedding ring 

. Plates, that is! 

We furnish sharp, clear reproductions, when 
you order any one of our “‘best’’ combinations 

LAKE SHORE 
PHOTO ENGRAVING CO. 

We, too, can give you flush mounted plates 

160 E. Illinois St., Chicago 11 » Phone SU. 7-8216 * Day, Night and Saturday Service 

70% 
COVERAGE OF ALL 
FARMS IN IOWA 

FAMILY through lowa’s 

Attractive Farm Magazine 

7130,000 Farm Families 
with the power to buy 
ARE REGULAR READERS 

OF THE BUREAU FARMER 

COMPARE THE COST — WRITE TODAY 
1OWA BUREAU FARMER + DES MOINES, IOWA 

or externally. 

it’s blended-by-hand. 

basin. 

to work in the morning. 

The Creative Uans Corner 

The Corner is one of a gen- 
eration brought up on the idea 
that something is somehow bet- 
ter—and certainly cleaner— 

when it isn’t touched by human 
hands. Particularly if that prod- 
uct comes into intimate contact 

with someone, either internally 

He wonders, therefore, just 
how the girls are taking the 

w 

Harriet Hubbard Ayer theme— Blue. by Hud 
that Luxuria is better because 

Aside from the horrible pic- 
ture this paints—of line after 
line of indiscriminate females 

messing around in Luxuria with 

chipped lacquer on their finger- 
nails and God only knows what 
underneath—he can’t for the 

life of him see how blending 

this stuff by hand can, by any 

stretch of the imagination, be 
called a “treasured beauty se- 
cret.” Especially when it’s care- 
fully spelled out for all to see 
and read. Doesn’t anybody else 
know how to blend a facial 

cream by hand? Sounds primi- 
tive enough to be done in an 
attic or down in a clear corner 

of the cellar in. an old wash- 

Note: Write Luckman and 
find out if the gals who blend 
this stuff wash their hands with 
Lifebuoy the minute they get 

| <8 

It’s a secret formula. Rare oils 
and other precious ingredients 

blended-by-hand to a 
perfection never successfully 
copied! Only Harriet Hubbard 
Ayer has this treasured beauty 
secret. 

The result is Luxuria. Slowly 
blended-by-hand to a pure, creamy 
richness, a flawless, satiny texture. 
Blended-by-hand for better, 
quicker cleansing . . . for lasting, 
romantic fragrance. 

See the difference. See the 
smoother, prettier, more radiant 
complexion you have always 
wanted. Start your flawless com- 

care today... with Luxuria, 
the cream that’s blended-by-hand! 

Luxuria Cleansing Cream 1.00, 2.00, 350 
(even oad 

— 

Professor Offers 

New Definition of 

Program Listener 
PULLMAN, WASsH.—Neither Hoop- 

eratings nor Nielsen ratings pro- 

vide adequate measures of radio 

listening because neither measures 

listening to automobile or portable 

sets, George Fisk, assistant profes- 

sor of business administration, 

State College of Washington, as- 

serts in “Defining and Measuring 

Radio Audiences,” a survey guide 

for radio stations published by the 

university. 

The bulletin is designed chiefly 
to assist radio stations in making 

listener studies, and the bulk of it 

is devoted to detailed research 

procedure for small stations, along 

with a case history in station lis- 

tener research. 

An analysis of the advantages 

and shortcomings of various types 

of listener research concludes with 

new definitions of a radio program 

listener and a radio station listen- 

|| er, developed by Prof. Fisk. 

'\|= A radio program listener is de- 
_ | fined as: 

SELL tHE WHOLE 

IOWA BUREAU FARMER 

“1. An individual person not rep- 

resenting other family members, 

who is 

“2. Able to identify correctly a 
program of five minutes or longer 

by recognizing in addition to the 

program sponsor one or more of 
the following characteristics: (a) 

program name and time; (b) pro- 

gram talent; (c) program con- 

jtinuity; (d) the station broadcast- 
ing the program to which listening 

is reported 

“3. And able to report the above 

information not later than 60 min- 

utes after time of broadcast.” 

a A radio station listener is de- 
fined by the professor as: 

“1. An individual person not rep- 

resenting other family members, 

who is 
“2. Able to identify correctly a 

tion to the station call letters or 
frequency in kilocycles one or more 

of the following characteristics: 
(a) program sponsor; (b) pro- 
gram talent; (c) program con- 
tinuity.” 

Warner and Maes Appoint 
Clark & Rickerd Agency 

Warner Brooder & Appliance 
Corp., North Manchester, Ind., 
manufacturer of poultry brooding 
and heating equipment, has ap- 
pointed Clark & Rickerd, Detroit, 
to handle its advertising. Warner 
products, which have been sold and 
serviced by National Ideal Co., To- 
ledo, will be handled direct, ef- 
fective June 1. Don Billmaier has 
been named sales manager of the 
company. 

Clark & Rickerd also has been 
named by Robert E. Maes Co., 
Marshall, Mich., manufacturer of 
the Maes Teat Cup and Maes milk- 
ing machine. 

American Welding Names 3 
M. R. Minnick, manager of sales, 

has been named general manager 
of the sales department, American 
Welding & Mfg. Co., Warren, O. H. 
D. Malone, assistant manager of 
sales, has been appointed manager 
of sales of the newly created in- 
dustrial products division. He will 
handle all sales activities for all 
Amweld products except those of 
the railway equipment division and 
building products division. D. W. 
Dawson, sales promotion manager, 
has been made manager of the 
product development division and 
will continue to direct all sales 
promotion and advertising of the 
company. 

Inland Daily Press Adds 4 
Inland Daily Press Association 

has added the following to its 
membership: Telegram, Garden 
City, Kan.; Star, Miles City, Mont.; 
News, Hays, Kan., and Illinoian- 
Star, Beardstown, III. 

Slater Names Kahn Agency 
J. & J. Slater Shoes, New York, 

with stores in Connecticut, Wash- 
ington, D. C., and New Jersey, has 
appointed George N. Kahn Co., 
New York. Wendell P. Colton Co, 

Advertising Age, January 23, 195¢ 

Packer’s Charm 

Soap Makes Bid 

in Deodorant Field 
Mystic, Conn.—Packer’s Tar 

Soap Inc. is introducing a new 

deodorant, Packer’s Charm Soap, 
this month on a national basis with 
full pages in newspapers spear. 

heading the campaign. 
Breaking in Chicago and Phila. 

delphia, full-page ads were sup. 
ported by local radio spots. 

The product has been under. 

going research for more than a 

year, according to the company, 

Its principal ingredient, hexa- 
chlorophene, is supposed to reduce 

skin bacteria which feed upon 
perspiration and produce body 

odors. 
According to Packer’s, test dis- 

tribution to drug, department 
store and syndicate store outlets 
has met successful acceptance, and 

the company will not change its 
regular distribution channels. The 

deodorant will be fair traded at 
25¢. 

National advertising will break 
in March issues of consumer mag- 
azines with half pages in full color, 
through Ellington & Co., New York. 
Good Housekeeping, Ladies’ Home 
Journal, Look, McCall’s, Today’s 
Woman, True Confessions, True 
Romance, True Story and Woman’s 
Home Companion are on the sched- 
ule. 

‘Hoard’s Dairymaa’ Boosts 
Rates and Guarantee 

Effective with the May 10 issue, 
Hoard’s Dairyman will raise its 
circulation guarantee to 325,000, 
50,000 higher than at present. Cur- 
rent circulation, the publication 
says, already exceeds 330,000. 

At the same time, the advertis- 
ing rate will become $2.65 per 
agate line, an increase of 10%. The 
circulation guarantee has been 
raised 18%. 

Mildred Demby to Demby Co. 
Demby Co., New York, has ap- 

pointed Mildred Demby, formerly 
with Chernow Co., as director of 
women’s affairs, to handle publi- 
cations, women’s columns and wo- 
men’s radio and television pro- 
grams. 

Hanna Appointed Agency V. P. 
V. L. Hanna, an account execu- 

tive in the Montreal office of Spit- 
zer & Mills, has been appointed a 
vice-president of the agency. 

GIVE Hn is 

U) 
Every woman is anxious to get her 
first orchid and then, one regularly. 

Use Princess Aloha Orchids for store wide 
promotions, for anniversaries, to intro- 

duce a new product, or TO STIMULATE 

BUSINESS AT ANY GIVEN TIME. Give them 

free or with a purchase. 

Dainty Princess Aloha Orchids are flown, 

dewy-fresh, from Hawaii directly to your 

store, guaranteed arrival on time and in 

perfect condition. They are available all 

year long at prices that range from 9c to 

20c each depending on the fashion, quan- 

tity and date used. The four fashions are: 

A. Stems cotton wrapped; B. Stems foil 
dressed; C. Stems flora dressed; D. In- 
serted in lapel vase pin. 

ORCHIDS ARE MAGIC FOR FOOT TRAFFIC 

WRITE: E. KANNER, DEPT. A 
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(Continued from Page 1) 

would be in New York, whether 

there are basic policy changes with 

regard to American personnel, sales 

methods, advertising and distribu- 
tion, also if any financial changes 

are planned. 
» In due time, back came an an- 

swer: “No comment.” 

s Wall Street had a different 
angle. In the financial district, 

the report was that Unilever might 
put Lever on the block, or issue 
stock for public sale. 
This would be a major departure 

for Lever. In the past 35 years it 
has grown from a single plant, 
with two brands (Lux and Life- 
puoy), 180 employes, and tenth 
rank in sales position, to second 

place, 14 brands, 6,000 employes 
and six plants. Lever has been 

closely held, and never reveals 

anything so commonplace as its 

volume of sales. An annual report, 
or an SEC prospectus, would be 

revolutionary. 

a One thing the soap business 
is sure of. Whoever succeeds the 
40-year-old Luckman will have a 
tough job, and he will inevitably 

be a soap man. “Lever won’t pick 
anyone from the cosmetic, denti- 
frice or tea business,” one observer 
said flatly. “They’ll go into the 

American soap business.” 
The reason why Lever will have 

to find a topnotch soap man seems 

simple. Outside of Lux toilet soap 
and Surf (still available in few 
markets), Lever products aren’t 

4 Factors Involved in 

Luckman Resignation 
management will be required to 
pull the company into the profit 

column. 

s Similarly, Lever’s progress with 
its home permanent and shampoo 
products has been considerably less 

than sensational. There is con- 

siderable doubt that Rayve is out 
of the red, and it has been slipping 
badly in recent months. Hudnut 

seems to have done far better with 
a considerably smaller expenditure 
of promotion dollars. 

Further, whoever steps into 
Luckman’s spacious office will be 
running a company which has 

seriously diluted its reservoir of 
experienced men. Almost from the 

moment of Luckman’s arrival in 
Cambridge, the axe was swinging. 
In 1947, 30% of Lever employes 
were fired. The sales staff was cut 
one-third. 

When Lever moved to New 
York a few weeks ago, another 
third of “top echelon” executives 
—in Luckman’s phrase—were let 
out of the company, and virtually 

none of the lower bracket workers 
was transferred. 

m The weeding-out process was 

particularly noticeable in adver- 
tising and merchandising divisions. 

Shortly after Luckman’s arrival 

on the Charles River, Grafton Per- 

kins, who had been Francis Count- 
way’s advertising chief, checked 

out of Lever. The advertising man- 

tle then descended on John R. Gil- 

man, who left the company about 

18 months later, and is now a vice- 

igure covers 10 months. No newspaper figures 

nine months. 

The Lever Advertising Box Score Under Luckman 
Year Magazines Newspapers Network Radio Total 
1945 $4,093,935 $2,771,366 $7,274,603 $14,139,804 
1946 3,302,853 1,641,2 789,439 10,733,532 
1947 3,434,470 4,379,029 4,767,321 12,580,829 
1948 3,763,350 7,216,128* 5,317,036 16,296,514 
1949+ 3,507,946 5,921,37 — 

*This figure compiled by Bureau of Advertising, ANPA. All others from Magazine Advertising 
Bureau, Publishers’ Information Bureau and Media Records. : 
ne for 1949 are not complete. The magazine figure covers 11 months, the network rad:o 

includes “Sunday supplements’ as a classification, and in the first 11 months Lever spent 
$2,179,947 in this medium. It also is credited with $30,060 in TV expenditures for the first 

are available. The Magazine Advertising Bureau 

holding their own. Rinso—although 

still strong—is no better than 

fourth in the heavy detergent 
field. Lux Flakes are third. Spry 
is selling only about a third as 

much as Crisco. Breeze has slowed 
toa zephyr (Lever put very little 
ad money behind it in the second 
half of 1949). 
For example, packaged soap as 

a whole moved up 4% last year, 
while Lever products were off 6%. 
The shortening market advanced 
3%, while Spry fell off 10%. The 
bar soap field has held - about 
steady, both for Lever and com- 
petitors,’ although Armour’s Dial 
is doing exceptionally well. 

The sensation of the package 
soap field has been P&G’s Tide, 
Which in two years has moved 

${rom nowhere to undisputed first 
place, at the expense of all other 
products. 

8 Insiders on the situation also 
theorized that Luckman’s position 
in the company was not enhanced 
by the purchase of Jelke, Rayve 
and Harriet Hubbard Ayer. 

The purchase of Jelke, in par- 
ticular, was ill-advised, these 
sources say. When Lever took it 
over, the margarine industry—and 
Jelke—was in the last months of 
a.War-induced boom. Shortly after 

the purchase the whole industry 
Went into a serious decline, with 

Jelke falling below the industry 
level. In 1948 margarine had its 
biggest year, but in 1949 the in- 
dustry dropped 7%, while Jelke 
hit bottom with a 30% loss. It is 
feported that Jelke is still in the 
ted, and that time, money and 

president of Colgate-Palmolive- 
' Peet Co. 

Last year James A. Barnett, who 

had directed Pepsodent advertis- 
ing, was installed as vice-president 

in charge of advertising. 

a The agency picture changed, too. 

When Luckman weighed in at 

Lever, the company’s advertising 

was placed by Ruthrauff & Ryan, 

J. Walter Thompson Co., Batten, 
Barton, Durstine & Osborn, and 

Young & Rubicam. 

Later the Lever list swelled 
when Sullivan, Stauffer, Colwell 
& Bayles; Federal Advertising; 
Day, Duke & Tarleton; Foote, Cone 
& Belding; Needham, Louis & Bror- 

by; National Export Advertising, 

and Tatham-Laird were added (as 
Pepsodent was merged). 

Last summer the agency struc- 

ture was shaken: Young & Rubi- 

cam and Day, Duke & Tarleton 

went out; N. W. Ayer and BBDO 

came in. With the move to New 

York, Tatham-Laird and Needham, 

Louis & Brorby bowed out of the 

Lever picture. The Jelke account, 
which Tatham-Laird had handled, 

is still unassigned. 

s Nonetheless, despite the uncer- 
tainty of the Lever situation, the 

advertising appropriations contin- 
ued to climb. 
Luckman was a great believer 

in radio. He told AA in 1948 that 
he would soon have expenditures 
roughly in balance between radio 
and printed media. 

By 1949’s end, Luckman had the 

satisfaction of having five out of 
Hooper’s first 15 radio shows. The 

few weeks. 

tinue to serve the company. 

No Change Seen in Lever Ad Schedules 
New YorK—As nearly as anything could be finally determined 

in the confusion following Mr. Luckman’s resignation, ADVERTIS- 

ING AGE learned late last week that no changes are contemplated 

in advertising and promotion schedules for Lever products. The 

1950 advertising plans as outlined by Mr. Luckman a couple of 

weeks ago (AA, Jan. 2) are being carried out. 
Newspaper promotion for Surf now covers 35 trading areas, 

and will be expanded to blanket another 12 cities within the next 

Contrary to Mr. Luckman’s prediction that the Jelke Division 

would get an agency early this month, that division remains 

agencyless, although congressional action removing federal mar- 

garine taxes may cause a rush appointment. 

Although no definite statement has been made on this issue, 
presumably the committee of three directors designated to act 

as “president” will be in charge of major ad plans. The parent 

company has always given the American company complete con- 

trol over planning and execution of promotion in the past, and no 
change in this policy is anticipated by Lever’s ad department. 

Benjamin Sonnenberg, who was retained as Lever’s public re- 

lations counsel when Mr. Luckman became president, will con- 

five winners: Lux Theater (15 

years on the air and hot as a 

firecracker), Arthur Godfrey’s 

“Talent Scouts,” “My Friend Ir- 
ma,” Bob Hope (who devoutly 

wished Luckman would let him 

transcribe his shows, a la Crosby), 

and “Amos ’n’ Andy”—which holds 

a niche in Luckman’s heart, be- 
cause Amos ’n’ Andy kept selling 

Pepsodent when every druggist in 
the country despised the tooth- 

paste, because chains used it as a 
loss leader. 

But Luckman had the same 

number of shows in 1950 as he had 
in 1946—eight. CBS had one more 
—but it came from NBC. 

Here’s the Lever AM-TV line- 
up: 3 

NETWORK RADIO 

CBS 
Lux Theater 

Amos ’n’ Andy (Rinso) 

My Friend Irma (Pepsodent) 

Junior Miss (Pepsodent & 
Rayve) 

Aunt Jenny (Spry) 

Godfrey’s Scouts (Lipton’s) 
NBC 

Bob Hope (Swan, Rayve, 
Lifebuoy) 

Big Town (Lifebuoy, Rinso) 

NETWORK TV 
“The Clock” (Lux, Rinso) on NBC. 
Godfrey’s Scouts on CBS. 

Harriet Hubbard Ayer’s Ilka 

Chase show on CBS is also set to 

start Feb. 16, through Federal Ad- 
vertising. 

LANGER DEMANDS PROBE 
OF LEVER MARGARINE ROLE 
WaASHINGTON—At the very mo- 

ment that Charles Luckman’s re- 

signation was being announced 

in New York, Sen. William Langer 

(R., N. D.) was introducing two 

resolutions demanding an investi- 

gation of the role Lever Brothers 

and Mr. Luckman have played in 

the fight to repeal margarine taxes. 

Sen. Langer, one of the leaders 

of the anti-margarine bloc, wants 

the Senate to investigate Lever’s 

role during the past ten years in 

raising the price of margarine, and 

to determine how much, if any- 
thing, Lever Brothers or Mr. 

Luckman has contributed to the 

Democratic Party in the past 10 

years. 
Luckman has been in Washing- 

ton several times in recent weeks 

planning for a record attendance 

of 4,500 for this year’s Jackson- 
Jefferson dinner, for which he is 

handling arrangements. 

It is doubtful that any action 

will be taken on the Langer reso- 

lutions. 

Bortnick Forms Own Agency 
Harry Bortnick, formerly ad- 

vertising manager of Raymond 
Rosen & Co., Philadelphia distrib- 
uting agency for RCA Victor, has 
established his own advertising 
agency at 138 S. 9th St. in Phila- 
delphia. 
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How Luckman 

Raced Up Ladder 

of Business Fame 
New YorK—When Charles 

(Chuck) Luckman resigned his 

$300,000-a-year job as president 
of Lever Brothers Co. Thursday, 
the “boy wonder” of American 
business added another dramatic 
note to a life filled with drama. 

Only 40 years old now, Luckman 

has lived an Horatio Alger-like 

saga which has seldom been 
matched in recent years. 

While the statement in connec- 
tion with the resignation which 

was issued by Sir Geoffrey Hey- 

worth, chairman of Lever Broth- 
ers & Unilever Ltd., and Paul Ry- 

kens, chairman of Lever Brothers 
& Unilever N. V., credited Chuck 

Luckman with four years as presi- 

dent of the Lever Brothers opera- 

tion, it was actualiy July 1, 1¥46— 

a little over three and one-half 

years ago—when he picked up the 

reins of the company from the 
hands of Francis A. Countway, 
who retired at 69 after 33 years as 
head of the Lever operation in the 

United States. 

ws Perhaps, however, the Unilever 

top brass was counting from the 

time the decision was made to 

place Luckman in the top Lever 

post in this country, rather than 

from the time he actually took 

over. ADVERTISING AGE predicted, 

in its Dec. 10, 1945, issue, that 

Luckman would succeed Count- 

way, but no announcement of the 

move was made until the end of 

the following May. 

Born in Kansas City, Mo., 
Charles Luckman won scholastic 

and student leader honors in high 

school and decided to become an 

architect. When “radical” editor- 

ials he wrote for the Kansas City 

Junior College student paper 

forced him to leave school after a 

year, he came to Chicago, worked 

as a plumber and draftsman, and 

saved enough money to study 

architecture at the University of 
Illinois. There he worked in a 

clothing store and still managed 

to graduate at the head of his 

class. 

Two days before graduation in 

1931 he married Harriet McElroy 
a fellow student. , 

w Since no one was particularly 

interested in architects in 1931, 

Mr. Luckman took a “temporary” 

job as a soap salesman for Colgate- 

Palmolive-Peet Co. 
He began then what has char- 

acterized his business career ever 
since—a succession of rapid and 

spectacular promotions combined 

65 

with the development of super- 

salesmanship and a selling philos- 

ophy built not around loading up 

the retailer’s shelves, but on help- 

ing the retailer sell to the cus- 
tomer. 

Almost before anyone was aware 
of him, Chuck Luckman, working 

in a back-of-the-Yards neighbor- 

hood in Chicago, had sold more 

soap than C-P-P had ever believed 

possible in that territory. Shortly, 

he was state sales manager for 
the company in Wisconsin, and in 

almost equally short fashion dis- 

trict head of a six-state district. 

@ The story is that his connection 
with Pepsodent resulted from a 

social cocktail party. In a group 
including some he had just met, 

Luckman talked convenience mer- 
chandising and selling, ranging 
over many products, including 
dentifrices. 

One of his hearers, whose name 
Mr. Luckman hadn’t quite caught, 

was Kenneth G. Smith, president 
and principal owner of Pepsodent, 

which was having more than its 
share of marketing problems, due 

largely to a boycott by druggists 

who were concerned over its use 
as a loss leader. 

Shortly afterward, in 1935, 
Chuck Luckman joined Pepsodent 

Co. as sales promotion manager. 

He continued to expound his busi- 
ness and selling philosophy, and 
was responsible for a drastic re- 
vision in company policy, including 

installation of a rigid price main- 
tenance policy and a complete 
overhaul of merchandising and 
selling setups. 

es For a time, Pepsodent sales 
dwindled almost to the vanishing 
point, but an aggresive advertising 
and promotion policy—in the di- 

rection of which he played a major 

role—pulled sales up to new high 
points. 

Chuck Luckman rose, in such 
rapid fashion that it is difficult 
to catalog his career, from sales 
promotion manager to sales man- 

ager to vice-president in charge 

of sales, to vice-president in charge 

of sales and advertising (by 1937), 

to vice-president and general man- 
ager (1938), to executive vice- 

president (1941), to president 
(1943). 

When Pepsodent was absorbed 

by Lever Brothers in 1944, he not 
only remained as president of the 

Pepsodent Division, under a long- 

term contract, but the stock in- 
terest he had acquired in Pepso- 
dent was said to have netted him 
$1,000,000 after taxes in the sale. 

s A small, quiet-voiced man with 
a winning boyish smile and man- 
ner, Chuck Luckman has always 
been conceded an able executive 
as well as a super-duper salesman, 

although his sweeping moves and 

dramatic changes have not partic- 

ularly endeared him to the hun- 
dreds of former Lever employes 

who have been caught in the cross- 
currents of his strategic operations. 

Although there have been oc- 
casional reports of poor health, 

intimates insist that these have 
been nothing more than one would 

expect of any individual who has 
driven himself as hard as has 
Luckman. 

Speculation as to his future acti- 

vities has been widespread. For 
two years or more there have been 

repeated but unconfirmed reports 

that his next move would be into 
politics or diplomacy, and added 

substance to these reports was 

given this week by rumors out of 

Washington that he may turn up 
as the next chairman of the Nat- 
ional Security Resources Board, a 

post currently being temporarily 

filled by Presidential Assistant 
John Steelman. 

Rolls Razor Names Semar 
John M. Semar, with Rolls Razor 

for some years, has been appointed 
sales manager of the company. 

ire ee i 5 i oy ae 7 eee 

ee = 

! | Nga 

's Tar ae 

a new i 
1 Soap, 
is with 
Spear- pine 

Phila- as 
e sup- are | : 

under. 
than a or 
mpany, saat 
hexa- 
reduce Dae 
- upon | oy 

Fae 
body | a 

( f 

| 

aos 
“a 

| Pe 
Ss 

s eer 

) issue, 
ise its 
25,000, a t. Cur- ee 
ication wn 
D. Best 
vertis- eh 
iS per ae 
fo. The fale 

been wets 
rong 

ca 
Co. ac 
eS ae rmerly f| eae 

it ans 
tor of come 
publi- mone 
id wo- Beater 
| pro- maps 

as thas 
ew 

ee | - 

fs 
UY 

‘ | 

re 

2 

rly. 

wide ; 
ntro- i 

LATE 
at 

them og 

own, 
your 

id in 

e all 

dc to 

uan- : 
are: 

foil 

In a 
Fric 

; 

i‘ is ; 

ear ere en ee Oe EEE ere ei ee 



Distributor Takes Entire 60-Man Sales 

Force on Tour of Suppliers’ Factories 
(Continued from Page 1) 

The tour will visit the J. D. 

Adams motor grader plant at In- 
dianapolis; the Barber-Greene ma- 
terials handling factory at Aurora, 

Ill.; International Harvester’s trac- 
tor plant at Melrose Park, IIL; 
the Frank C. Hough Co. at Liberty- 

ville, Ill.; and three factories in 

Milwaukee, where the tour ends: 
Smith Engineering Works, Heil 
Co., and P. & H. shovel and crane 
plant of Harnischfeger Corp. 

Showmanship and fanfare are 

not being overlooked. The Rish 

men will wear distinctive neck- 

wear and identification badges, 
will be met by police escorts in 
most cities, and in one or two cases 

will be given the traditional keys 

to the city by the mayor. 
To add a final fillip, the visitors 

will carry an assortment of Vir- 

ginia and West Virginia products 

with them-—including Smithfield 

—which they will present to the 

heads of the manufacturing plants 

they will visit. 

s Rish Equipment Co. is paying 
the entire expense for the trip, 

which it believes will come to 

about $5,000. The two chartered 

buses will cost $1,500, hotel rooms 

are estimated at about $1,700, and 
the remainder will go for meals 

and other incidentals. 

“Were it not for the fact that, 

at the plants we are visiting, 

luncheons and dinners are being 

arranged for us, usually in the 

factory cafeteria, the junket would 

cost us about twice as much,” H. 

Edward Steele, advertising man- 

ager, explains. 
“As you can se>, the unusual 

thing about it is that we are 
actually reversing the technique 

of the cut-and-dried sales meet- 

ing, where a manufacturer sends 
hams and West Virginia glassware 

difference a few 
miles do make! 

IT’S ONLY 24 miles 

from the heart of Long Beach, 
California, to Los Angeles’ 

city hall. But the reading 

preferences of the 

people of these two cities 

are poles apart! 

Long Beach newspaper 

readers are definitely outside 

the “effective influence zone” 
of the Los Angeles dailies. 

The greatest Long Beach 

readership of any Los Angeles 

paper is only 14 per cent, 

and the Press-Telegram 

duplicates 60 per cent of 

that! Which again proves that 

in Long Beach the Press- 

Telegram is “The Paper 

the People Prefer!” 

Check the chart below 

for the full story! 

ONG BEACH PRFSS-TELEGR 

(69% YH +. 2nd L.B. 
PAPER 

LOS ANGELES 
PAPER “A” 14% 

roma. Str 
LOS ANGELES 

4% PAPER “or 

LOS ANGELES 
[52% ¥9s~ PAPER “D’ 

LOS ANGELES 
Ens’. PAPER “E” 

‘ ace ig PC 

% of Long Beach 
~~ newspaper audience 

Sonat LOM L. B. Press-Telegram 

(All figures from impartial survey 
by Publication Research Service, 
Chicago, Ill.) 

OBVIOUSLY, in Beach, 
Press-Telegram Bay t the Sy be 

Beach, California 

ram 

Long 

Press-Teleg 
epresented Natronally 

in his men to lecture to the sales 
staff.” 

‘N. Y. Times’ Raises 
Daily Price to 5¢ 
New YorK—The weekday news- 

stand price of the New York Times 
was raised to 5¢ today (Jan. 23) 
from 3¢. The 3¢ price was estab- 
lished May 2, 1938. In announcing 

the increase, the Times said it was 

made “because of continued in- 
creasing costs in all phases of the 

operation of the newspaper.” 

The new price brings the Times 

in line with the newsstand price of 

other standard-size newspapers in 

New York and generally through- 

out the country. The suburban 

price of the Times will remain at 

5¢. The price of the Sunday edition 
is 15¢ both in the city and suburbs. 

A survey made last March by the 

American Newspaper Publishers 
Association into the comparative 

newsstand price of daily newspa- 

pers in the United States showed, 

at that time, that 10 dailies sold for 

2¢, 91 for 3¢, 119 for 4¢, 1,518 for 

5¢, 12 for 7¢, 5 for 10¢, and one 

for 15¢. 

Webber Resigns lowa 
Tallcorn Network Post 

George W. Webber has resigned 
as sales manager of the Iowa Tall- 
corn Network and will devote his 
time to the national and local 
commercial sales department of 
KWDM, Des Moines, of which he 
is president. 

Tallcorn Network Representa- 
tives, a new organization at 501 
Garver Bldg., Des Moines, has 
been named to succeed Mr. Web- 
ber. Principals in the new group 
include Max Friedman, Don Alt, 
Arnold Cecka and Virgil Crain. 

Deepfreeze Names Three 
Ben G. Sanderson, who has been 

manager of refrigerator sales, has 
been appointed general sales man- 
ager of the Deepfreeze appliance 
division of Motor Products Corp., 
North Chicago, Ill. He has been 
succeeded in his former position 
by Peter R. Lowcher, a member 
of the sales staff for the past two 
years. F. L. Sacha has been ap- 
pointed Deepfreeze sales manager 
for electric ranges and water 
heaters. 

McKnight Leaves WNAW 
James H. McKnight, general 

manager and sales director of Sta- 
tion WNAW, North Adams, Mass., 
since it went on the air last Aug- 
ust, has resigned. Mr. McKnight 
was manager of WNAW’s prede- 
cessor, WKOB; was general sales 
manager of WPOR, Portland, Me.; 
and served on the sales staffs of 
WBIC, Indianapolis, and WTAG, 
Worcester, Mass. 

Karp Names Kahn Agency 
Karp Metal Products Co., New 

York, custom sheet metal fabrica- 
tor, has named George N. Kahn 

FOUND OUT—Jack Kramer, professional 
tennis champion, and John McNutt, Min- 
neapolis glass manufacturer, appear in 
the first of a new series of Carling’s Ale 
magazine ads, which broke in Life last 
week. Leo Burnett Co., Chicago, directs 

the account. 

Carling’s Ale Gets 

Added Magazine, 

Local Ad Support 
CLEVELAND—Brewing Corp. of 

America last week opened its ex- 

panded 1950 advertising campaign 
for Carling’s beer and ale, with a 

full-page color ad in Life. 
The magazine promotion this 

year will include more direct pro- 

duct selling. Previous ads put 

heavy stress on trademark and 

brand name identification, 
In addition, the company has 

added a number of publications to 
its consumer schedule. The list in- 

cludes American Magazine, Col- 

lier’s, Life, Look, The New Yorker, 

Time and True. Copy in each ad 
will feature two testimonials—one 
of a well-known male sports or 

motion picture star and the other 

of a “local” personality. 
Outdoor posters will be used in 

a number of markets as will local 
newspaper campaigns, radio and 

TV programs and spot announce- 

ments. 

The company also will accent 
its merchandising program, espec- 

ially in food stores. New display 

bins and new packages and con- 

tainers have been added to “give 
every distributor the choice and 

chance to satisfy every reasonable 

consumer and dealer preference.” 

Leo Burnett Co., Chicago, han- 

dles the account. Lang, Fisher & 

Stashower, Cleveland, acts as ad- 
vertising counsel. 

Luther Hill Named Publisher 
of Des Moines Newspapers 

Luther L. Hill, vice-president 
and general manager of the Des 
Moines Register and Tribune since 
1946, has been 
named publisher 
of the newspa- 
pers. He joined 
the organization 
in 1935 and in 
1936 was made 
general manager 
of the Iowa 
Broadcasting Co., 
now known as 
Cowles Broad- 
casting Co. 
Carl T. Koester, 

controller and as- 
sistant treasurer of the newspapers, 
has been named treasurer. Other 
officers reelected are: Gardner 
Cowles, president; John Cowles, 
chairman of the board; Kenneth 
MacDonald, vice-president and ex- 
ecutive editor; Arthur T. Gormley, 
vice-president and business mana- 
ger, and Vincent Starzinger, sec- 
retary and general counsel. 

Joins ‘Financial World’ 
Adrian W. Fredericks, formerly 

with the New York Sun, has joined 
the advertising department of Fi- 
nancial World. 

McKim Promotes Frank Flint 
Frank Flint, director of radio, 

has been appointed director of ra- 

Luther Hill 

Co., New York, for advertising in dio and television of McKim Ad- 
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its customers, employes and stock-|test ever conducted—will havef in 192 

holders a series of 11 instalments,| been running 18 months, day inf the th 
each in booklet form. and day out, by the end of thef agenc 

Titled “Memoirs of a Corpora-| period. In | 
tion,” the informally written book-| General Mills isn’t talking abow 9 chief. 
lets will be mailed monthly. First | results, insisting that no final] copy ‘ 
issues of the serial-type “Memoirs” | scores of the four-point research} copyW 
recount the development of the| program will be tallied until the} come 
idea for an “integrated mill,” and|end of June. But reports have i¢f right. 
tell how the joint efforts of capital, | that tentative results to date showy In 
management and labor finally| exceptionally high readership for} pointe 
broke the British world monopoly | the column, but very little tangiblef the a: 
on textiles. sales-consumption data. was eé! 

ee @ °  ,@: * 

Kenneth and Gordon Turner, of} American Airlines is experi. SIDN! 
the Turner Advertising Agency,| menting with the sandwich board NEV 

Chicago, have been aiding their} medium on the sidewalks of New] vice-p 

sister, Mrs. K. A. Larson, and two| York. The company says it’s thej printe 
of her friends to promote an in- first major airline to try such ad-§ a sale: 

teresting children’s item invented | Vertising and that, for undisclosed] 15 aft 
by Mrs. W. G. Johnson, the Paddy- | reasons, it is “a surprising success”§ retary 

Grip wash mitt. It is a wash cloth | $0 far. of ‘a 
which fits the child’s hand and . Pe me 
makes washing fun for the young- | Buys ‘American Photography po 
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-...._|and Karl D. Arnold. The publica- 
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Everet Grady, 52, 

R&R Executive, Dies 
New YorK—Everet J. Grady, 52, 

executive vice-president and a di- 

rector of Ruthrauff & Ryan, died 

Jan. 17 after a short illness. 
A native of Worcester, Mass., he 

worked as a reporter for Worcester 
newspapers. Coming to New York 

in 1920, he became a copy cub in 
the then small Ruthrauff & Ryan 
agency. 

In 1925 Mr. Grady became copy 

p chief. During his incumbency as 

copy chief he trained a number of 

copywriters who have since be- 
come well known in their own 
right. 

In 1942, Mr. Grady was ap- 
pointed executive vice-president of 

the agency and shortly thereafter 

was elected director. 

SIDNEY LAVINE 
New YorK—Sidney A. Lavine, 

vice-president of Rogowski Co., 
printer, with which he started as 
a salesman 20 years ago, died Jan. 

15 after a long illness. He was sec- 
retary and treasurer and a founder 

of the Newspaper Printers Asso- 

ciation of Greater New York, and 
vice-president of National Organi- 
zation of Small Publishers. 

GEORGE DAVISON 
New YorK—George Davison, 59, 

president of Advertising Art, a 
commercial art service, died Jan. 

17 of a heart attack: 

SAMUEL PUTNAM 
New YorK—Samuel Putnam, 58, 

founder and editor of the New Re- 
view, and one of the foremost 
translators of French and Spanish 
) publications, died Jan. 17 at his 

home in Lambertville, N. J. 

ARTHUR K. BARNES 
PirtsBuRGH—Arthur K. Barnes, 

60, former advertising director of 

Armstrong Cork Co., Lancaster, 

Pa., and for the past 12 years an 

industrial relations consultant in 

California, died here Jan. 13. 

Mr. Barnes began his career in 

advertising as a copywriter for 

Fuller & Smith, Cleveland, and 
later joined the ad department of 

Armstrong. Following service in| 

the first World War, he became as- | 
sociated with the Frank Seaman 

Advertising Agency in New York. 

He rejoined Armstrong in 1921, 

was appointed advertising director 

in 1932 and, five years later, re- 
signed to establish his own busi- 

ness in California. 

HENRY J. ALLEN 
Wicnita, Kan.—Henry J. Allen, 

81, chairman of the board of the 
Wichita Beacon and active as a 
hewspaper editor and publisher for 
more than 50 years, died at his 
home here Jan. 17 after an illness 

of several weeks. 
Mr. Allen was a former governor 

of Kansas and a former United 

States senator, although for the 
past 20 years he has been less ac- 
“ve in the Republican party. 

ADOLPH F. BUECHELE 
Cuicaco—Adolph F. Buechele, 

66, president of the Rogers Engrav- 
ing Co., died at his home in sub- 
urban Wilmette on Jan. 13. 

PHILIP DANIEL MACAROW 
MontTREAL—Philip D. Macarow, 

53, vice-president and a director 
of McKim Advertising Ltd., Mont- 
teal, died Jan. 7 following a brief 

illness. He at one time was a mem- 
ber of the editorial staff of the 

GX Covers 
OAKLAND, CALIFORNIA 
AT LOWEST COST PER 1,000 

Represented nationally 

New York World and later joined 
the advertising department of the 

National City Bank, New York. 

EDWARD J. AHERN 
BEACON FALLs, Conn.—Edward 

J. Ahern, 63, former publisher of 
the News, Naugatuck, Conn., died 

suddenly here Jan. 12. He was 
publisher of the newspaper from 
1925 to 1942, having succeeded his 

father, who founded the daily. 

CLEMENT B. FLITCRAFT 
Oak Park, ILL.—Clement B. Flit- 

craft, 71, publisher of Life Insur- 

ance Courant and Flitcraft Com- 

pend, died Jan. 15 in Bellevue 

Sanitarium, Round Lake, III, after 

an extended illness. 

WILLIAM J. CLARE 
New YorK—William J. Clark, 

vice-president here of the Reuben 
H. Donnelley Corp., died Jan. 

17 following a heart attack. He 
had served with the direct mail 

company since 1921. 

RALPH G. PHILLIPS 
Cuicaco—Ralph G. Phillips, 58, 

owner of Action Film Co., pro- 

ducer of industrial and advertising 

motion pictures, died here Jan. 17. 

Meyerfield Appointed 
Milton Meyerfield, formerly San 

Francisco sales manager for Na- 
tional Distillers Products Corp., 
has been appointed field mer- 
chandising. manager in northern 
California for Western Beet Sugar 
Producers Corp., San Francisco. 

Crawley Named Nat'] A. M. 
Charles G. Crawley, who joined 

the Charlotte News in 1948, has 
been promoted from merchandis- 
ing manager to national adver- 
tising manager. At 26, Mr. Crawley 
is thought to be one of the coun- 
try’s youngest to hold this position. 

Brazil Orders TV Equipment 
Emissoras Associadas, Brazilian 

radio web, has ordered transmitter 
and studio equipment for a pro- 
posed station at Sao Paulo, Bra- 
zil. According to RCA executives, 
the station is expected to begin op- 
erations some time this summer. 

Butler To Einson-Freeman 
Lee M. Butler, formerly New 

York manager of Display Corp., 
Milwaukee, has joined the exécu- 
tive sales staff of Einson-Freeman, 
creative lithographer and _ store 
and window display manufacturer, 
Long Island City, N. Y 
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Glove Group Names Kovar 
Charles Kovar, merchandising 

manager for the glove division of 
Julius Kayser & Co., has been 
named president of the National 
Glove Group, whose membership 
includes sellers and manufacturers 
of gloves, 

Chandler White Named V. P. 
Chandler T. White, 30 years with 

General Aniline & Film Corp., has 
been named vice-president of the 
company. He will continue his du- 
ties as general manager of the 
General Aniline works (dyestuffs) 
division of the company. 

The DIRECT SELLING LEGION - 50,000 STRONG! 
Greatest Single Organized Force in’a 

MULTI-BILLION-DOLLAR MARKET « Founded and Sponsored by 

SPECIALTY SALESMAN MAGAZINE 
WRITE TODAY FOR FACTS + Rm. 812, 307 N. Michigan, Chicago 1 

New Working Kit of 
Hammermill Bond 

helps you plan and buy more effective business printing 

A PRACTICAL LETTERHEAD AND 
BUSINESS FORM PLANNING KIT 
DESIGNED FOR EXECUTIVE USE 

Here is a real ‘‘show-how” portfolio of new, use- 

ful ideas to help you design a letterhead that will 
represent your business properly . . . and plan 
printed forms that cut down errors and waste. 
It is a true executive working kit of practical 
suggestions for simplifying your office problems 
through more effective business printing. 

Letterhead Section (left-hand pocket) contains: 

23 New Designs for letterheads, bulletins, billheads 

and envelope corners . . . produced with simple ar- 

rangements of type, rule and art. 

Letterhead Layout Sheets to help you visualize 
your own new letterhead. 

Sample Book showing all 

finishes of Hammermill Bond. 

Hammermill Bond Envelope folder covering sizes, 
weights and colors available. 

Business Form Section (right-hand pocket) contains: 
Specimen Printed Forms covering a variety of 
business needs . . . useful as a guide in planning 

time-saving forms of your own. 

36 Memo Form Ideas which you can put to work 
in your own office to promote greater efficiency. 

“The Signal System’”’ idea-folder which outlines a 
practical way to reduce paper work. 

Hammermill Form Layout Sheets. Accurately 
spaced for form planning. 

colors, weights and 

y Burn-Smith Co., Inc. ots 

For the name of a member of the 
Hammermill Guild of Printers ready S 
and willing to supply your printing on 

Hammermill Papers, call Western 

Union by number and ask for 
“Operator 25.” 

“Whe Complete Men's Shop 
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Hammermill Paper Company, 

Hammermill Bond. 

Name 

1459 East Lake Road, Erie, Pennsylvania. 

Please send me—FREE—the New Working Kit of 

Position 

(Please attach to, or write on, your business letterhead) AA-1-23 
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WHAT’S GONE AND 
WHAT’S TO COME 

We've taken a little space here in 

the weeks gone by to tell you of 

the glories of THE IRON AGE. 
There was a little man with a big 

mouth describing to you how in- 
fallible our news is, according to 

the nation’s radio news casters. 

A SYNONYM FOR 
AUTHENTICITY IN NEWS 

Our smart-aleck schoolboy, with- 
out books, was used to remind you 
that our salesmen go on the road 

carrying the few simple tools of 

their craft. You know your product, 
and what it can do. You want ad- 
vertising to help sell it. You know 
your market. You need to know 
how well The Iron Age can cover 
that market for you. 

You'll find your Iron Age salesman 

carrying with him a simple story 
to show you 93 per cent provable 

coverage of metalworking market 

buying power by The Iron Age. 
It’s not a very long story. But it’s 
worth hearing. 

PROVABLE MARKET COVERAGE 
We have been plagued constantly 
by the fact that there are so few 
standard guideposts in raeasuring 
the worth of a magazine. We have 
prepared our facts and figures on 

a classifications system set up as 

standard by the U. S. Government. 

This should help to reduce the 
amount of blind helter-skelter 
space selling that has gone on in 
years gone by. 

The metalworking industry ac- 

counts for more than a third of 
the total industrial activity in this 
country. This kind of market cov- 

erage prompts hundreds of ad man- 

agers, space buyers, sales managers, 

vice presidents, and presidents to 

buy more pages of advertising in 

Iron Age every year than are 

bought in any other magazine in 

the world. That’s the skeleton of 
our story. Our salesman will be in 

to offer you all the proof you need. 

NO HOCUS-POCUS SELLING 
Commiseration with the plight of 
our circulation manager was the 

Theme of another of these squibs. 

He moans incessantly about his dif- 
ficulty in getting renewals on sub- 

scriptions that are paid for out of 
company funds. There is always 

some hawk-eyed accountant who 
wants to make a name for himself 
by saving $8 by cancelling an Iron 
Age subscription. 

NO DEADHEADS AMONG 
COMPANY SUBSCRIPTIONS 

In weeks to come, we will tell you 
a few more parables on the merits 

of The Iron Age. The next edition 
will tell you something about our 
editorial planning for 1950. 

All of these little slogans add 
up to: 

Highest paid circulation 
among metalworking week- 
lies—Over 19,000 

Highest total distribution 
among metalworking week- 
lies—Over 24,000 

More renewals than any other 
metalworking magazine 

More pages of advertising 
than any other metalworking 
magazine. 

THE IRON AGE 
100 EAST 42nd ST. 

NEW YORK !7, N.Y. 

AtLeast Three 

Business Papers: 
Slated for Study 
New YorK—Three member pas 

pers of the Associated Business 

Publications are definitely sched- 
uled for readership and audience 

surveys by the Advertising Re- 

search Foundation this spring, and 

there is a strong possibility that a 

fourth paper also will be examined 

during 1950, according to J. F. Ap- 
sey Jr., chairman of the founda- 

tion’s Continuing Study of Business 

Papers committee and advertising 
manager of the Black & Decker 
Mfg. Co. 

While it is not the policy of the 
foundation to reveal the names of 
publications to be surveyed until 

after the issue studies have been 
published, the names of two of the 

papers are generally known, 

namely, American Builder, a Sim- 
mons-Boardman publication, and 
Chemical Engineering, a McGraw- 

Hill publication. The third paper 

is understood to be another Mc- 
Graw-Hill publication, probably 

American Machinist. Provision 
has been made for a fourth study, 
but whether the paper has been 
selected yet could not be learned 
at press time. 

ws The three-study package de- 
signed by the foundation provides 

for all three to be made either 

simultaneously or in immediate 

succession. 

“This three-study package,” Mr. 

Apsey said, “represents a saving 

of nearly $10,000 in research costs. 

Under the foundation’s plan, the 

cost of the three studies will be 

about $67,500. If the studies were 

spaced differently, the cost for each 

would be about $3,200 more. The 

economies will result from dove- 

tailing the work of all three. There 
will be no change in research tech- 

niques or methodology; they will 

be exactly the same as in the first 

business paper study.” 

ws The first study was made of 

Automotive Industries in 1948. Un- 
der the present program, ABP has 
appropriated $15,000 toward the 

cost of the studies. Member papers 

to be studied will make up the 

difference. 

The Continuing Study of Bus- 
iness Papers is conducted by the 
foundation in cooperation with the 

ABP. The foundation is sponsored 

jointly by the Association of Na- 

tional Advertisers and the Ameri- 
can Association of Advertising 

Agencies. All three groups are rep- 

resented on the administrative 

committee. The National Industrial 
Advertisers Association, which has 

been keenly interested in the pro- 

ject since its inception, also is rep- 

resented on the committee. 

Elect DePierro President 
of Media Association 

The Media Men’s Association, 
New York, elected Anthony C. De- 
Pierro, media director of Geyer, 
Newell & Ganger, as president at 
ig first meeting of the year Jan. 

Other new officers are: David 
Wasko, Donahue & Coe, Ist vice- 
president; Murray Thomas, Dan- 
cer-Fitzgerald-Sample, 2nd vice- 
president; David Hogmer, Duane 
Jones Co., secretary; Thomas Jen- 
nings, Biow Co., treasurer; Harry 
Ledingham, Needham & Groh- 
mann, sergeant-at-arms; and 
George Haller, Biow Co., and Will- 
iam Schink, of G. M. Basford Co., 
members of the executive com- 
mittee. 

Insurance Firm Plans Drive 

Woodmen of the World Life In- 
surance Society, Omaha, will place 
ads every third week in some 200 
weekly and daily newspapers dur- 
ing 1950. Bozell & Jacobs, Omaha, 

GAB-FEST—Three officers of the Advertising and Sales Club of Seattle, who took 
office Jan. 3, enjoy a story at the club‘s 
P. Jenkins, classified ad manager of the 

annual holiday party. Left to right: Les 
Seattle Times, 2nd vice-president; Thomas 

H. Sheehan, advertising coordinator, Sick’s Brewery Enterprises; and Roger Rice, 
Station KING, 1st vice-president. 

‘Michael’ Awards 

Will Go to Best 

Radio, TV Shows 
New YorK—The newest addition 

to the list of awards which radio 

can win for itself is the “Michael,” 

to be presented for excellence in 
the art of broadcasting at a dinner 

to be held March 21 at the Wal- 

dorf-Astoria. 

This dinner, a benefit for the 

Mark Hellinger Fund of the New 
York Heart Association, will be 

sponsored and underwritten by 

Radio & Television Best Magazine, 
which has set up the machinery 

for the presentation of the new 

awards. Milton Berle is chairman 

of the dinner committee. 

Awards will be made to out- 

standing radio and TV programs as 

well as to the writer, actor, singer 

and director of the year. 

Nominations will be made by 
committees composed of civic 

leaders, educators and _ editors. 

Final selections will be determined 

by secret ballot. Ballots will be 

mailed to members of the nominat- 

ing committee and to a list of 500 

broadcasters, agencymen, writers, 

technicians and producers. 

Bruce Co. Opens ‘50 Drive 
for Flooring Products 

E. L. Bruce Co., Memphis, will 
use full-color page ads in House 
Beautiful and Small Homes Guide 

to feature its new line of ranch 
plank flooring. Half-page ads, both 
b&w and color, also are set to run 
in American Home, Better Homes 
& Gardens, House Beautiful, House 
& Garden and The Saturday Eve- 
ning Post. 

In addition, the company will 
use pages in six architectural and 
building trade publications and 15 
regional lumber dealer publica- 
tions. The Bruce line of floor 
products will be featured in Mc- 
Call’s, This Week Magazine and 
Woman’s Home Companion, as 
well as in five hardware and home 
furnishings publications. 

Hanna Succeeds McClinton 
H. L. McClinton, vice-president 

in charge of radio and television 
of N. W. Ayer & Son, Philadelphia, 
who resigned to join a new agency 
(see Page 2), has been suc- 
ceeded by James E Hanna. Mr. 
McClinton joined Ayer in 1929 and 
became vice-president in 1938. Mr. 
Hanna joined the agency as a 
copywriter in 1927, moved to the 
radio division in 1940 and subse- 
quently became vice-president and 
manager of the radio department. 

McGraw-Hill Names Gascoigne 
T. Richard Gascoigne has been 

named sales manager in charge of 
advertising sales of Chemical En- 
gineering, New York, a McGraw- 
Hill publication. For the past three 
years he has been advertising sales 
representative in metropolitan New 
York and New Jersey for Reinhold 
Publishing Corp. 

Puritan Names J. K. Lee 

Puritan Knitting Mills, New 
York, has appointed John K. Lee, 
formerly with Chester H. Roth 

TV Price Cuts 

Hold Attention 

of Dealer Group 
CuIcaGo—Members of the Na- 

tional Appliance and Radio Deal- 
ers Association, at their annual 
meeting here last week, voiced 
annoyance over television set 
makers’ price cutting. The dealers 

would much have preferred a raise 

in dealer margins, which they be- 
lieve justified. 

Several told AA they believe the 
apparent objective of the price 
cuts by major manufacturers is to 
weaken the smaller brands and 
force out some competition. 

Dealers admit such a develop- 
ment would help stabilize the field. 

They themselves, in most cases, 
hope to cut down on the number 

of lines they carry. It appears most 

dealers are reluctant to take this 
step now but expect to take it soon; 

a “squeeze” on smaller TV makers 
is expected by May, it was said. 

@ Mail order house competition for 
the TV market has many dealers 
worried. This promises to spur 

dealers to further promotion and 
harder selling. 

The association is also seeking 
to stabilize business by inducing 

manufacturers to fair trade their 

radios, TV sets and appliances. The 

association went on record for fair 

trading, and its committees will 
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meet with manufacturers to g9. 
licit cooperation. 

Speaking at a Monday lunchegp 
meeting of Narda, James J. Nan 

president of Hotpoint Inc., pre. 

dicted that appliance manufac. 
turers’ over-all 1950 promotion 
budgets will be twice what they 
were last year. . 

He said that a large portion of 

manufacturers’ advertising budgets 
will be spent on expanded dealer 
promotions, and forecast that “gen. 

eral business activity will remaiy 

high throughout the year... and 

that the year will go along on 4 

much more even keel than. last 
year.” 

ws Walter Daily, general manager 
of the Lewyt Corp., made an at. 
tempt to evaluate advertising me. 

dia and sales promotion tools ip 

terms of their relative importance 
to the dealer. 

At the top of the heap in terms 
of value received per dollar spent 
—according to Mr. Daily—are local] 
newspapers. He said that radio and 

television spots also rate well, but 
added that they have some disad- 
vantages. 

Mr. Daily put outdoor posters 

next in line in effectiveness, es. 
pecially when they are tied in with 
newspaper space. Car cards and di- 
rect mail follow. Direct mail, he 

commented, can prove to be the 

most valuable medium, if used 
properly, and he advised dealers to 

make use of the mailing pieces 
prepared by their suppliers, since 
they can spend more money pre- 
paring them than can most re- 
tailers. 
Window displays were fifth on 

the list, although.he asserted that 

no type of advertising and promo- 

tion was more neglected than win- 
dow displays. Floor displays were 
ranked sixth. 

Amm.-i-dent Ads Stress 
Dentists’ Recommendations 

Block Drug Co., Jersey City, has 
launched a full-page newspaper 
campaign in metropolitan New 
York for Amm-i-dent toothpaste. 
The campaign will promote Amm- 
i-dent sales with emphasis on the 
findings of a nationwide survey 
of dentists made by Block. The 
company reports that 75% of the 
country’s dentists recommend am- 
moniated dentifrices. 

Block will spend more than 
$2,000,000 for Amm-i-dent promo- 
tion during 1950, with newspapers, 
magazines and network radio as 
principal items on the budget. Cecil 
& Presbrey handles the account. 

207 N. MICHIGAN AVE., CHICAGO 1 + FRANKLIN 2-5854 
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RCA, Philco and 

Admiral Lead TV 

Sales, Study Shows 
New YorK—Radio Corp. of 

America, Philco Corp. and Ad- 
miral Corp. continue to lead the 

field in television set sales, ac- 

cording to a November survey by 

Psychological Corp. 

The research company’s last re- 
port on TV receiver ownership, 

covering May 1-10, 1949, showed 
® the same manufacturers in the 

top three spots. Findings for the 

November study were based on 

10,000 interviews in 120 towns 
and cities; 1,130 of these homes 
had TV. Most of video’s major 
markets were included in the all- 
urban sample. 
Ownership by brands by per 

cent, as listed by Psychological 

4 
ee | 
4.1  Transvision .......... 0.5 

CHOSIEY ....0000-000000 | EEE 0.5 
Westinghouse ......2.1 Miscellaneous ....12.9 

Magnavox ............. 2.0 Don’t know 
CRED: eciecinnnid 6.1 

s Projection of Psychological’s 
figures shows a national set owner- 
ship of 2,725,000 as of Nov. 10, 
1949. As of that time, this was 
the ownership picture as related 

to socio-economic factors: Some 

16% of the A groups (highest in- 
come) in the- cities covered owned 
sets; 13% of the B group owned 
sets, as did 10% of the C and 7% 

of the D. 

The research company also 

quizzed its interviewees—5,000 in 
this case—on the possibility of 

} their becoming TV customers in 
the near future. 

This covered the same 120 cities, 
which would include several with 
no opportunity for TV coverage 
for some time. Nonetheless, 7.9% 
of the persons interviewed said 

“yes” when asked if they were 

planning to buy a TV set within 

the next six months. 

Projected, this means a pros- 

pective increase of 1,975,000 sets 

in the six-month period. The “in- 
tention to buy” was not limited 

to any particular group of the 

population: It ranged from 9% 

in the highest income category to 

7% in the lowest. Some 52% who 
put themselves in the “planning 
to buy within six months” column 
said they hadn’t decided on a 
particular brand. 

THOMAS S. LEE 
Los ANGELES—Thomas Stewart 

Lee, 45, fell to his death from a 
building here Jan. 13. He was the 
sole owner of the Don Lee Broad- 
casting System and the Don Lee 
Cadillac dealership in Southern 
California, which he inherited at 
the death of his father, Donald 
M. Lee, in 1934. 
He had not been active in busi- 

hess for several years. In 1931 he 
personally directed the erection 
of the nation’s first television sta- 
tion, now KTSL. 

HORACE STOKES 
New YorK—Horace W. Stokes, 

former president of the Frederick 
A. Stokes Co., publisher, died Jan. 
18. He was a son of the founder of 
the publishing house. Shortly after 
the Stokes organization was ac- 
quired by J. B. Lippincott in May, 
1941, Mr. Stokes retired from busi- 
ness. 

MRS. CECILIA RUSSELL 
NEw YorK—Mrs. Cecilia Marie 

McKay Russell, 42, financial editor 
of the New Yor’ Daily News, who 
wrote under the by-line of McKay 
Russell, died Jan. 17 of a heart 
attack. Mrs. Russell was one of 

the few women in her field and 
Was widely known in financial 

and industrial circles. 

Last Minute News Flashes 
‘L. A. Mirror’ Appoints Bowden and Freeman 

Los ANGELES—William K. Bowden has been named advertising man- 
ager, and E. S. Freeman, retail advertising manager, of the Los An- 

geles Mirror, succeeding W. H. Haze and J. A. Gannon, respectively, 

who resigned. 

Mr. Bowden was previously research director and advertising sales 

promotion manager for the Los Angeles Times, and Mr. Freeman was 

in the Times retail advertising department. The two papers have com- 
mon ownership. 

‘SRDS’ to Carry Letterpress Specifications 
New YorkK—Standard Rate & Data Service will publish standard 

specifications for letterpress advertising reproduction material, as rec- 
ommended by the Four A’s-NAMP joint committee, in each issue of 

the consumer magazines and farm publications edition, starting in 

March. Feb. 15 is deadline for revised texts in the March issue of 

SRDS. Gravure will be added later. 

Speidel Co. May Drop Cecil & Presbrey 
New YorK—Speidel Co. was reportedly ready to sever its relation- 

ship with Cecil & Presbrey, and to name a new agency, probably by 
midweek, as AA went to press. The company, which makes wrist bands, 

is a sponsor of “Stop the Music” on ABC, and has been auditioning AM 

and TV shows. 

Libby Food Products Names Paris & Peart 
New YorkK—Louis L. Libby Food Products, Long Island City, N. Y., 

maker of precooked frosted foods, has named Paris & Peart as its 
first agency. A campaign using 22 ads in 13 weeks, plus 31 radio spots 

a week, broke in Hartford last week. The products are distributed by 
A&P, First National, Stop & Shop and local chains. 

S. C. Johnson Uses Dailies: Other Late News 
S. C. Johnson & Co., Racine, Wis., which has concentrated its promo- 

tion in magazines and radio for several years, is back in newspapers 
again with a special campaign for its new, water-repellent Glo-Coat 

floor wax. About 175 papers in major markets will carry 1,100-line 
ads through April. The company also will use b&w pages in Life, be- 

ginning Feb. 6, and continue pushing the improved product over its 
“Fibber McGee & Molly” radio show. Needham, Louis & Brorby, Chi- 

cago, is the agency. 

e Tru Cote Mfg. Co. has named Getschal & Richard, New York, as 

agency for Master Glow floor polish, with a campaign starting in radio 
and newspapers in February. 

e Piper Aircraft Corp., Lock Haven, Pa., has switched from Strohmier 

Associates to DeGarmo Inc., New York, a new agency recently formed 

by Louis DeGarmo, former vice-president and account executive of 

Albert Woodly Co. 

e B. Troy Ferguson Jr., formerly assistant account executive with 

BBDO, New York, has joined Albert Sidney Noble, New York, as di- 

rector of media and research. 

e Telecast, television fan monthly published by G & E Publishing Co., 

New York, suspends publication with its February (fourth) issue. 

@ Union Pharmaceutical Co.’s claim in current full-page ads that In- 

histon anti-cold remedy is “twice as effective,” because its tablets con- 
tain only 10 mg. vs. competing brands’ 25 mg., is stirring up a fight. 

Anahist Co. may attack the claim. However, Collier’s, Look and other 

magazines are taking the Inhiston copy. 

e Ben Park, formerly radio director of the Chicago Industrial Health 

Association and before that with CBS, has joined NBC’s TV staff as a 
producer, with responsibility for creating and developing new video 

shows. Don Petrie, an NBC assistant producer, will assist Mr. Park. 

e Florist Telegraph Delivery Association has reappointed Grant Ad- 
vertising, New York, to handle its advertising, after spirited competition 

for the account by five agencies, including Batten, Barton, Durstine & 

Osborn; Brooke, Smith, French & Dorrance; Maxon Inc.; J. Walter 

Thompson Co., and Young & Rubicam, 

e Rome Mfg. Co. division of Revere Copper & Brass, Rome, N. Y., is 

doubling its advertising for 1950, and will promote its Revere kitchen 

utensils, with full-color pages in 12 national magazines, 25 daily news- 

papers, two Sunday supplements, and 78 business papers. St. Georges 

& Keyes, New York, is the agency. 

e Barricini Candy Shops, Long Island City, is entering the candy- 

bar field with five assortments of chocolate and nut combinations. 
Barricini has dropped Madison Advertising Co., and is understood to 

be picking a new agency. 

e Contrary to AA’s earlier story (see Page 47), the educational cam- 
paign to sell management on industrial-advertising through a series 

of NIAA chapter ads in the Wall Street Journal will be launched next 

month. Chapters have begun preparing the ads, led by the Pittsburgh 

group. 

e Howard Laidlaw has been promoted to sales promotion manager 

of Brown & Bigelow, succeeding P. W. Atkinson, now sales manager 

of the company’s central division. 

Heinz Promotes Dimond 
to Manager of Ad Division 

Arthur Dimond 
has been appoint- 
ed manager of 
the advertising 
division of H. J. 
Heinz Co., Pitts- 
burgh. He joined 
the company in 
1922 and for a 

number of years 
has been a de- 
partment head in 
charge of media. 

Except for six 
years in the sales department, Mr. 
Dimond has been in the Heinz ad- 

vertising department throughout 
his career. 

Frank Avery, CCA 

Executive, Dies 

since 1931 managing director of 
the Controlled Circulation Audit, 

died Friday at his home in Ridge- 

wood, N. J. 

Born in Providence, R. I., he was 

an editor and later circulation 

manager of Bill Bros. Publishing 

Corp. for a number of years before 

the founding of CCA in 1931. 

Because of ill health, he was re- 

lieved at his own request of his 

duties as managing director on Jan. 

1, and appointed administrative 

consultant (AA, Jan. 16). 

Arthur Dimond 

New YorK—Frank L. Avery, 61, 
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NEW DRESS—Comstock Canning Corp., 
Newark, N. Y., has switched to this new 
label, designed by Leo Burnett Co., Chi- 
cago, and lithographed by Stecher-Traung 
Lithograph Corp. The opposite side of 
the label carries recipes for use of the 

product. 

RCA’s Color Video 

Position Improves 
WasHINGTON—Members of the 

staff of the Federal Communica- 
tions Commission were invited last 
week to preview new color de- 

velopments which are expected to 

bolster RCA’s hand when color TV 

hearings resume late next month. 

The RCA _ sets demonstrated 
Monday were an improved version 

of the three-tube units used in 

previous showings, but a special 

“tuning” signal has been added to 

provide color stability which has 

been lacking in the past. 

The display of RCA’s important 
progress was highlighted, also, with 

a report that RCA engineers are on 

the verge of producing a single- 
color tube which will clear the 

way for simplified receiving equip- 

ment. 

ws The RCA progress report came 

as CBS piled up thousands of en- 
thusiastic testimonials from lay- 

men who are attending its public 
color broadcasts here on a twice- 

daily schedule. 

One of CBS’ most important 
broadcasts was held Thursday eve- 

ning, when the color camera 

toured the National Gallery of 

Art, with commentary by Faye 
Emerson. 

Meanwhile, in San Francisco, 

Color Television Inc., third party 

in the color proceedings, was hold- 

ing a series of press demonstra- 

tions. 

The Color Television equipment 

is to be shipped East shortly, 

for a demonstration before the 

commission Feb, 20, and for a 

three-way test with CBS and RCA. 

Testimony in the color proceeding 

is to resume Feb. 27. 

McElroy Appointed 

Media, Research 

Chiet for ANA 
New YorK—The Association of 

National Advertisers has appointed 

M. L. McElroy vice-president, suc- 

ceeding John F. Kurie as head 

of the media and research depart- 

ment on Feb. 1. 
Mr. McElroy is 

currently spe- 

cializing in mar- 

ket research and 

sales with Cluett, 
Peabody & Co. 

Paul B. West, 

ANA president, 

said that one of 

Mr. McElroy’s 

specific assign- 

ments will be the 

study of maga- 

zine audiences proposed by the 

ANA magazine steering commit- 

tee in which the principle of ‘“‘ad- 

vertiser-agency validation” will be 

M. L. McElroy 

Camel and Lucky 

‘49 Sales Even; 

Both Lose Ground 
New YorkK—Camel moved into 

a tie with Lucky Strike for domes- 

tic tax-paid sales leadership among 

cigarets in 1949, although sales of 

both brands declined from 1948 
levels. 

Most sensational gain of the year 

was made by Raleighs, Brown & 

Williamson product, whose rein- 

troduction of coupons caused a 

133% gain for the year, and 

boosted the product into eighth 
position, displacing Tareyton. 

King-size cigarets, and other 
brands outside the “big three”— 
Camels, Luckies, Chesterfields— 
chiseled off a bigger percentage of 

the total market than in previous 
years. 

These are some of the findings 
reported last week in a survey 
made for Business Week by Walter 

E. Knight, University of Louisville 

expert. 

s Other findings: 

Total consumption of domestic 
tax-paid cigarets hit a new high, 

for the tenth consecutive year, of 

352.5 billion, up 1.1% from 1948. 

Lucky Strike dropped from 103 
billion in 1948 to 94 billion in 

1949, and from 29.5% of the total 
U. S. market to 26.7%. Camel 
dropped in the same period from 
96 billion to 94 billion, and from 

27.5% of the market to 26.7%. 
Chesterfield, on the other hand, 

moved up slightly, from 71 billion 

in ’48 to 72 billion last year, its 

share of the market remaining 

constant at 20.4%. 

Philip Morris showed a healthy 
gain of 14.3%—moving from 28 
to 32 billion, and improving its 

market-share from 8% to 9.1%. 
Old Gold also moved up from 

16.5 to 17.5 billion (6.5%), and in- 
creased its market-share from 

4.7% to 5%. 

s Pall Mall was in sixth place, 
up from 14 to 17 billion (21.4%). 

Its share of the market increased 

from 4% to 4.8%. 

Kool, up 15.4%, from 6.5 to 7.5 

billion, garnered 2.1% of the mar- 

ket in 1949, against 1.9% in ’48. 

Raleigh, leaping sensationally 

from 3 to 7 billion, moved up from 
0.9% of the market to 2%, while 

Tareyton, up 11.1% from 4.5 bil- 

lion to 5 billion, also increased its 

market share from 1.3% to 1.4%, 
even though dropping one place 
in the standings. 

Wings and Avalon (Brown & 

Williamson) and Marvel (Stephano 

Bros.) are each credited with 1 

billion sales for each year, and 

0.3% of the market. 

All other brands combined 

moved upward 7.1% from 4.2 to 
4.5 billion, but their share of the 

market remained unchanged at 

1.2%. 

embodied. 

“The same principle in media 

measurement is also needed for 
radio,” Mr. West said. “Advertisers 

consider a continuation of the 

Broadcast Measurement Bureau 

type of radio measurement essen- 

tial. It is expected that Mr. Mc- 
Elroy’s experience and judgment 

will be of great assistance in mak- 

ing this possible.” 

Mr. Kurie, who resigned as head 

of media and research, has not an- 

nounced his plans. 

Names McLain-Dorville 

Pequea Works Inc., Strasburg, 
Pa., manufacturer of fishing tackle 
and the Quilby minnow, has ap- 
pointed McLain-Dorville, Phila- 
delphia, to direct its advertising. 
Trade publications and magazines 
will be used 
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Fawsco Appoints Bain 
Ivan L. Bain, formerly advertis- 

ing manager of Alside Inc. and} 
previously in the advertising de- | 
partment of the Akron Beacon | 
Journal, has been appointed ad-| 
vertising manager of the Fawsco 
Mfg. Division, Falls Stamping & 
Welding Co., Cuyahoga Falls, O. 
Fawsco Mfg. Division is the new 
name of Andal Mfg. Co., purchased 
last May from Andrews-Alderfer 
Processing Co., Akron. The divi- 
sion has added iron railing and 
other steel products to its line and 
has expanded its line of aluminum 
doorway canopies, shutters and 
other home items. 

Names Josefson and Wyatt 
Leif H. Josefson and Richard 

L. Wyatt have been named section 
heads of General Mills’ new prod- 
ucts commercial research organi- 
zation under the direction of F. B. 
Jewett Jr. Mr. Josefson heads the 
mechanical section, supervising 
market research on home appli- 
ances, while Mr. Wyatt heads the 
foods section in charge of market 
research on breakfast foods and 
ready mixes. 

Everywhere you look 
t's EXCELLO Printing! 

e PRINTED BETTER 

e@ PRINTED QUICKER 

e PRINTED TO FIT 
YOUR BUDGET 

One of the outstanding offset 
and letterpress printers in the 
Middle West! 

xee.to Press... 
400 North Homan Avenue 

Chicago 24, Illinois 

NEvade 2-2100 

HOLDS THE ‘FORM DIVINE’ TOGETHER—H. W. Gossard Co. is 
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hehiad putting its biggest advertising 
roline line this spring. Shown here is a b&w spread which will 

Gossard Splashes 

Big Promotion 

Behind Narroline 
Cuicaco—Narroline, “for the 

smart narrow line,” this spring 
will be the beneficiary of the 
greatest concentration of adver- 
tising ever put behind a line by 
the 50-year-old H. W. Gossard Co. 

The foundation garment manu- 
facturer’s new line is based on 
inserting a narrow panel of mate- 

rial running vertically, directly 

over each hip, dividing the elastic 

so that the stretch is limited. 
Aimed at the type of woman who 

requires “medium control,” and 

who is said to be the best type of 

customer not only for the corset 

department but also for all fashion 

departments of a store, the Nar- 

roline advertising is spearheaded 

by a four-color spread in the 

March 13 Life, which will also 
appear in the April Harper’s Ba- 
zaar and the April 15 Vogue. 
A b&w spread introducing Nar- 

roline will appear in the March 
issue of Harper’s Bazaar and the 

March 15 issue of Vogue, and tie- 
up promotion, including mats, dis- 

plays of the spreads, radio com- 
mercials, statement enclosures, 

etc., is also included. Mats will 

be made available in 100 and 300- 
line sizes, and 30x50” blowups, 

suitable as backdrops for window 

displays, will also be supplied 
dealers who request them. 

@ Explaining in an elaborate port- 
folio for dealers that Gossard pro- 
motion is aimed at the fashion- 

conscious woman who needs mod- 
erate figure control and is smart 
enough to understand value and 
quality, the company analyzes the 

“heart” of the foundation business 

in a sales-and-profit page. 
“Pick-up” items, which include 

roll-ons and low priced girdles, 

account for 35% of the sales and 
30% of profits in the foundation 

business, Gossard says, while “ser- 

vice items,” which include girdles, 

corsets, and combinations in me- 

dium and higher prices, account for 

65% of sales, but 70% of profits. 

According to Gossard, medium- 

price girdles develop 13% of the 
volume and the same percentage 

of profit; upper-price girdles ac- 

count for 20% of the sales and 
22% of the profit; corsets and com- 
binations in the medium-price 
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appear in March issues of Harper’s Bazaar and Vogue. A four- 
color spread in the March 13 issue of Life, and in April issues of 
Harper’s Bazaar and Vogue, will spearhead the drive. 

grouping account for 12% of sales 
and the same percentage of profit; 

and upper-price corsets and com- 

binations account for 20% of the 
sales and 23% of profits. (The 
new Gossard Narroline sells at 
$10, $11, $12.50 and $15.) 

s Dividing the market account to 
the degree of figure control 

needed, Gossard is telling dealers 

that women who require little or 

no figure control account for only 

16% of the total profit, while those 
who need a moderate amount ac- 

count for 41% and those who re- 

quire considerable control account 

for 43%. The Gossard Narroline 

hits 35% of the 41% in the “mod- 

erate” category, it says, and Gos- 

sard combinations and corsets hit 

another 35% in the “considerable” 

category. 

Mrs. Florence Mitchell is adver- 

tising director of Gossard. Weiss 

& Geller, Chicago, is handling the 

advertising, and a special public 

relations campaign is being han- 

dled by the Public Relations Board, 

Chicago. 

Ontario Maps Tourist Drive 
The Province of Ontario Depart- 

ment of Travel and Publicity, 
through the Toronto office of Mc- 
Kim Advertising, has launched a 
campaign in American publications 
to promote Ontario as an all-year 
vacation province. Holiday, Nation- 
al Geographic and photographic 
publications will carry four-color 
full-page ads. B&w ads will ap- 
pear in sporting, outdoor, yachting, 
motor, teacher and literary class 
magazines. 

De Long Advances 3 
John O. Chambers has _ been 

named manager of the dry goods 
and department store sales divi- 
sion of De Long Hook & Eye Co., 
Philadelphia. Charles A. Emley has 
been appointed manager of the 
variety store and bulk sales divi- 
sion and George K. Moore has been 
named manager of the drug, to- 
bacco, confectionery and stationery 
sales division. 

ABC Names Mrs. Zorbaugh 
Geraldine B. Zorbaugh, assistant 

secretary of the American Broad- 
casting Co., New York, has been 
appointed assistant general attor- 
ney of the network. She has been 
a member of ABC’s legal depart- 
ment since 1943. 

Picks Flint Ad Associates 
Supreme Leather Goods Corp., 

New York, has chosen Flint Ad- 
vertising Associates, New York, to 
handle advertising in business pa- 
pers and by direct mail. The ac- 
count formerly was placed direct. 

Institute Reports 

70-Year Life Span 
New YorK—New information on 

longevity, of importance to mar- 

keters who are interested in future 
demand for products, has been re- 
ported by the Institute of Life In- 
surance, 

Latest details on the increase in 
life span and average age of Am- 

ericans show: 
The average life span in the U. 

S. has increased 30 years since 

1850. While the expectation of life 
at birth was approximately 40 
years in 1850, it is almost 70 today. 
By far the greater part of the gain, 

it is pointed out, comes from re- 

ductions in death rates at birth 
and in early childhood. 

ws Emphasis of medical research, 
however, is now on diseases which 

in a large part take their toll at 
more advanced ages, the institute 

points out. It adds: 

“If the achievements of the past 
century at the younger ages is 

only partially paralleled in the ef- 
forts at the older ages, the 1950 

Advertising Age, January 23, 195¢ 

babies can look forward to added 
expectancy at even the advanceg 
ages... 

s “Those 65 and over numbered 
je slightly more than 500,000 in 

| 1850; today they number more than 

| 11, 000,000. While the population 
| has increased nearly seven times, 

| those 65 and over have increased 
| 19 times. In just the past decade, 

|some 2,000,000 have been added to 
the rolls of those 65 years of age 
or more. 

“Today,” the institute reports 
“there are nearly 4,000,000 an. 

nuity contracts outstanding, rep. 

resenting present or eventual an. 

nual income of well over $1 bil- 

lion. Actual current payments un- 

der these annuities are nearly one. 
quarter of a billion. Only 30 years 
ago, these annuity payments were 

less than $10,000,000 annually.” 

Schweppes to Hewitt Agency 
Schweppes Ltd., London, Eng- 

land, has appointed Hewitt, Ogilvy, 
Benson & Mather, New York, to 
handle advertising in this country 
for Schweppes Ginger Beer and 
Quinine Water. Consumer maga- 
zines will be scheduled. 

*STATISTICS: 
Of 1686 manufacturing 
plants who produce 
candy valued at $7, 500 
or more per year 

298 d 03% 
of the total A nae) 

252 do 8.69% 
285 do 3.53% 

temaining 851 do 2.7% 
«U.S. Dept. of Commerce 

LoGic: 
it can be assumed that 
in the candy industry, 
the element of vital de- 
a is in the hands 

the top personnel 
of only 835 factories. 
When your message 
reaches these men, 
ou are assured of the 
pe of readership that 

compels action! 

PITCH: 
International Con- 
fectioner gives the 
profitable coverage 
that you want and 

hat makes 
your space-dollar 
go further. 

More motorists read 

IMPULSE. What’s the best time to 

catch a customer? When he’s out- 

doors with money in his pocket! 

And that’s where General Outdoor 

will help you clinch a sale. GOA 

delivers the impact... the quick 

reminder that turns impulse into 

action. All the facts are ready and 

| More motorists use 

DUPONT ZER 

readable. Send for them today. 

General Outdoor Advertising Co., 

515 South Loomis Street, Chicago 

7, Illinois. 

Adver 

* Covers 1400 
leading cities 
and towns 
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number of persons employed, the 

amount of wages paid, numbers of 
plants and the economic value of 
products added to by manufac- 
turers. 

w Following the placing of the 

wreath, members of participating 

groups continued the program at 

a meeting in the Chicago Historical 
Society. The groups included the 

Chicago Club of Printing House 

Craftsmen; Old Time Printers As- 
sociation; North Side Printers’ 
Guild; Printers Supply Salesmen’s 

Guild; Graphic Arts Association 

of Illinois and all printing unions 

and employers groups. 

On Tuesday, Paul C. Clovis, 
president of the Graphic Arts As- 

sociation of Illinois, addressed the 

Rotary Club on “Franklin and 
Freedom.” He also spoke before the 

Thursday luncheon meeting of the 

Central Lions Club. 

s During the week, the downtown 

Chicago Public Library and 20 

neighborhood branches maintained 

exhibits on Franklin and Chicago’s 
printing industry, as did the John 

Crerar Library, Newberry Library 

and banks throughout the city. 

Franklin’s birthday was ob- 

served in most of the city’s schools, 
with special programs at all 46 

high schools which teach printing. 

In addition, local radio news- 

casters and commentators devoted 

entire programs to Franklin and 

the industry, and both daily and 

community newspapers cooperated 

in celebrating the occasion. 

The entire program was under 

the direction of the Printing Week 

committee, headed by David Ei- 

senberg, editor of Graphic Arts 

Monthly. 

To H. W. Fairtax Agency 
Parfums Charbert Inc., New 

York, has appointed H. W. Fairfax 
Advertising Agency, New York, to 
handle advertising of Charbert 
products in newspapers, business 
papers, magazines, radio and tele- 
vision spots, and by direct mail. 
The account formerly was serviced 
by Lester Harrison Inc. 
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Sales Executives to Launch 
Seminar Series Feb. 6 

The Sales Executives Club of 
New York will open a series of 
seven consecutive evening sessions 
Feb. 6 to be held each Monday 
from 7:00 to 9:00 p.m. at the Ho- 
tel Roosevelt on “How to Sell 
More in the 1950s.” 

Under the direction of Burton 
Bigelow, head of the Burton Bige- 
low Organization, sales counselor, 
will be a panel of 17 sales leaders 
to answer questions. 

Smith Paper Names Pendexter 
John F. Pendexter has been 

named sales manager of meat 
packer sales of H. P. Smith Paper 
Co., Chicago. 

IF YOU USE CAR CARDS 
Send for FREE Sample 

“CARDISPLAY” 
UNIQUE POINT-OF-SALE 
~ CAR-CARD HOLDER 

CARDISPLAY CO. 
1004 MARQUETTE AVE., MINNEAPOLIS, MINN 

BUY NOW FOR CHRISTMAS 

EMMOCS SLIPPER 

THIS IS IT—The highest rating ever recorded in the Continuing Study of Newspaper 
Reading was achieved by this Speare Bros.’ department store backspage ad in 
the Nov. 16 issue of the Times, Chester, Pa. Ninety-three per cent of women ond 

27% of men saw it. (See story on Page 46.) 

Printing Week 

Ceremonies Draw 

Many in N. Y. 
New YorkK—Printers, publishers 

and allied graphic arts groups 

joined with city officials, educa- 

tional bodies and consumer, civic 
and service clubs Jan. 15 to 21 to 
celebrate the first industry-wide 
observance of Printing Week. 

Outstanding among the events 
of the week, and of particular in- 

terest to advertisers, were the fol- 

lowing: 

A banquet, Jan. 16, sponsored 
by the Metropolitan Lithographers 

Association, New York Club of 
Printing House Craftsmen, New 
York Employing Printers Associa- 
tion and the Printers Supply Sales- 
men’s Guild, was attended by more 

than 800, at which the principal 
Speaker was G. Lynn Sumner, 
president of G. Lynn Sumner Co., 
advertising agency. 

« Mr. Sumner, who began his own 
career as a country printer, cred- 

ited printing and publishing with 

a large part of the country’s cul- 
tural as well as business advances. 

§ He pointed to production of more 
than 52,000,000 newspapers daily, 
46,000,000 Sunday newspapers each 
week, 14,000,000 weekly newspa- 

pers, 380,000,000 copies annually 

of nearly 4,600 periodicals, and 
nearly 500,000,000 books as a ma- 
jor contribution. 
He pointed out that commercial 

Printing, in addition to providing 
sential tools for all business, 
stimulates selling through adver- 
tising and creates business for its 
own needs of paper, ink, chemicals, 
Machinery and other equipment 

and supplies. 

a The 10th annual exhibition of 
}Printing held at the Hotel Bilt- 
More included nearly 1,000 speci- 
mens of every major type of com- 

mercial printing. Highlights of the 

exhibition were samples of more 
colorful and readable annual cor- 

porate reports and company house 

organs. 
At a luncheon of the Sales Exec- 

utives Club, Allerton H. Jeffries, 
president of the Printing Industry 

of America, emphasized that 
greater advertising is needed to 

keep an expanding economy mov- 

ing forward. He chided printers 

and publishers for not selling their 

customers more effectively on a 

better appreciation of the value 

of their services. 

ge Speaking at a “direct mail day” 

luncheon held by the Lions Club, 

John Wiley, board chairman of 

Fuller & Smith & Ross, advertising 
agency, stressed the relationship 

between personal selling and 

printed sales helps in coordinating 

the planning that goes into special 
promotions. He pointed out that 

a tremendous quantity of printed 

matter often has to be amassed 
over a period of several months 

for a selling job of a few weeks. 
Under sponsorship of the Asso- 

ciation of Advertising Men, an 

exhibit of best-of-industry winners 

in a recent contest conducted by 
the Direct Mail Advertising Asso- 

ciation was opened in the Ben 
Franklin Hall of the Advertising 

Club of New York. Frank Frazier, 
executive secretary of DMAA, re- 

called for the gathering the im- 
provements brought about in the 
postal service as a result of ideas 

originated by Benjamin Franklin. 

CHICAGO CEREMONIES 
LAUD FIRST INDUSTRY 
Cuicaco—Thirty-six graphic arts 

groups joined in commemorating 

the 244th birthday of Benjamin 
Franklin here last week during the 
celebration of Printing Week in 
Chicago. 

While Franklin’s birthday on 
Tuesday, Jan. 17, was the keystone 
of the event, special programs 

sponsored by printing and various 
civic groups accented Chicago’s 
printing industry, its size and 

achievements. 
A wreath-placing ceremony at 

the statue of Benjamin Franklin 
in Lincoln Park on Sunday, Jan. 

15, officially opened the week. 

Speakers emphasized that printing 

s Chicago’s first industry in the 

R. D. 
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Hospita) Management 
100 East Ohio Street 
Chicago, Illinois 
Gentlemen: 
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e A $2,900,000 establishment. 
235 beds and 37 bassinets. 

hospital like the one above. 

purchases. 

A hospital is a world apart from the rest of the 
community — and a world to itself. It must buy 
virtually everything needed for food and shelter 
for patients and staff, in addition to thousands 
of drug, pharmaceutical, and special equipment 
items . . . $500,000 to $750,000 worth a year in a 

Indeed, it’s wise to remember (in almost any 
field today) that the front office doesn’t usually 
“want” a product — that the purchasing agent is 
not apt to place an order (especially for a new 
product) unless he gets a suggestion or a requisi- 
tion from the department head concerned. 

That is why, then, the multiple readership of 

HOSPITAL 

of those who 

The result is that you have to do multi-level 
selling to reach the various specialists involved 
... you have to do pin-point selling of certain 
department heads if you are looking for orders, 
because they are the people most likely to initiate 

Send for your 

@® Largest net paid ABC hospital circulation. 

MANAGEMENT among depart- 
ment heads is so important to advertisers, why 
the editorial departmentalization of HOSPITAL 
MANAGEMENT is so valuable. It explains why 
the unique selling power of HOSPITAL MAN. 
AGEMENT makes it a “must” on the schedules 

know this market best. 

Htaipuilal 
Management 

100 E. OHIO STREET CHICAGO 11 

copy of the latest reader penetration study; 

it is interesting and valuable. 
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Your retailer 

is not an 

automatic 

vending 

machine 7 

What HOUSE FURNISHING REVIEW 
does for housewares and appliance 
merchants, the other nine Haire 
Business Publications do for the retailers 
in their specialized fields. 

=| re = 

Take, for example, the Housewares and Appliance Retailer . . . 

. In 1949, some 505 aggressive manufacturers placed 1,312 pages of advertising in HFR. 

me PUBLISHING COMPANY + 1170 BROADWAY, NEW YORK 1, N. Y. 

The retailer is certainly no automaton! 

He carefully decides what merchandise he'll buy — what lines he’ll promote. 

His store is staffed with experienced merchandising executives — with 
sales clerks who have the single job of selling more housewares and appliances. 

He spends money in newspaper advertising, sales promotion, display, 
and sales training to move merchandise at a profit. 

He does nothing automatically. He’s constantly planning — constantly 

seeking sales making ideas. 

That’s why he’s an avid reader of HOUSE FURNISHING REVIEW 
the only specialized publication devoted solely to the merchandising 4% 

of housewares and appliances. ' » 

He finds thousands of ideas supplied by a staff of merchandising-minded 
editors — and by smart, aggressive advertisers . . . 
and he’s looking for these ideas in the only trade publication devoted 
exclusively to his business. 

Similarly, manufacturers 
in all other fields served by Haire 
Business Publications, do an 1950 is a selling year. 
efficient job of selling the retailers Get retailers to put their power to move 
they serve. merchandise behind your lines, 

through low-cost trade advertising 
in your Haire Specialized Trade Publication. 
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